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Rough Proofs 


si Bill Benton won more renown 
in by being featured in a newspaper 


rossword puzzle recently, and his 
dvertising experience was recog- 
M@ized by designating him as “radio 
5 i cript writer.” 
oe 

An advertising agency is look- 
Seng for a copywriter whose hobby 

mm; fishing and outdoor recreation. 


Will the job let him follow his 
obby or just write about it? 


7. 


mm Judson Sayre, head of Bendix 

Home Appliances, was presented 
ith a photo of a Lincoln Conti- 
ental, in lieu of the real thing, 
by grateful and admiring distribu- 
ors. He should have been a ball 
layer having his “day.” 


Score ogres = 


i. 


. a9 


While most businesses are hav- 
ng trouble making a profit, the 
Xonnecticut Development Com- 
nission reports that each dollar 
Mf tourist advertising brings in a 
evenue of $200. 


y 2 


Parker Pen imported Mexican 
besos for its Janesville payroll 
ust about the time Mexico 
lapped a lot of restrictions on im- 
orts of U. S. goods. 


a | 


titute says 701,000,000 pretzel 
maticks were eaten in the first half 


eurs insist the twist is important. 
very 


“The farm mortgage debt is low 
hough to make the most con- 
meeervative banker smile,’ says a 
mapory from Washington, but most 
mmankers smile broadly only when 
heir money is out working for 
Mery). 

ee 


Better Homes & Gardens says 
Ss readers have 1,040,000,000 
lishes to wash every month. It 
lust make them tired just to 
hink about it. 


~ oye 


Vuleain is advertising a wrist 
atch with an alarm attachment, 
mut Dick Tracy’s two-way radio 
rist gadget seems a little more 
xciting, 


ATTIE-wWaTTS 


— oe 3 


Rudy Vallee is reported to be 
nterested in a traveling circus to 
Promote manufacturers’ brands. 
He should do all right under the 
pig top provided he resists the 
fmptation to emulate the man on 
he flying trapeze. 


y 
4 


ye 


Inflation is undoubtedly on its 
fay, but what do you make of all 
€ minus signs in Federal Re- 


‘for th@f've Board statistics on depart- 
a’s wealth €nt store sales, Dr. Watson? 
country 4 v,vwyY 

‘ 14 R . 
9 ae beginning to look very much 
sirculatic 


S if the National League entry 
ll get into the world’s series 
ithout having to go through the 
‘noyance of a postseason play- 


Copy Cus. 


Agency Rules to 
Be Drawn by NAB 
Sales Managers 


Recognition Bureau 
Fails to Win Okay; 
Movie Plan Advanced 


ATLANTIC Crry—Despite the urg- 
ing of many station managers, 
owners and representatives, the 
National Association of Broadcast- 
ers will not set up a national 
radio recognition bureau for 
agencies at present, although its 
sales managers’ executive com- 
mittee is now empowered to pro- 
ceed with drawing up agency 
qualifications. 

These will serve for regional 
media committees, which will cer- 
tify agencies locally. 

Lewis Avery, partner of Avery- 
Knodel, radio representative, pre- 
sented suggested elements in 
agency qualifications at the NAB 
convention here last week. Pri- 
mary evidence of qualification was 
membership in the American As- 
sociation of Advertising Agencies 
or recognition by other media 


The National Pretzel Bakers In- | 


Mf 1947, but real pretzel connois- | 


groups. Suggested qualifications 
closely follow those now in use 
| by the American Newspaper Pub- 
|lishers Association, Periodical 
'Publishers Association, etc., and 
no specific amount of money was 
cited as evidence of “financial re- 
'sponsibility.” This will presum- 
‘ably be done in the final drafts. 


Continue Movie Plans 


| Otherwise, the NAB’s broadcast 
advertising sessions authorized a 
committee to continue with plans 
for a motion picture which will 
tell the story of broadcasting to 
top industrial management. 

The work of the Bureau of Ad- 
vertising, ANPA, is evidently 
much admired in radio circles, and 
its “All business is local” campaign 
was repeatedly cited. The mo- 
tion picture, although primarily 
intended as a sort of super-pres- 
entation in behalf of broadcasting 
for large advertisers, will later be 
adapted for use on the selling 


individual stations for work 


tions. 

As frequently happens at NAB 
conventions, individual station 
owners were quick to rebel when 
their leadership turned up projects 

(Continued on Page 70) 


Marshall Plan... 


See ‘In Washington’, 


Ad-libbing Bias sa 
Advertising in the Test Stage 
Advertising Market Place. . 
Chain Store Figures 

Coming Conventions .. 
Department Store Sales 
Editorials Patties 
Farm Publication Linage 
Feature Page 
Getting Personal ........ 
Information fo, Advertisers. 
Magazine Linage ...... 
Photographic Review _.. él 
Seee SONOS .........: 
Rough Proofs ......... 1 
Voice of the Advertiser... 


| 


MAKES BOW—This is the initial two- 
color page trade ad announcing the 
new humidifier produced by Fresh'nd- 
Aire Co., Chicago. Consumer copy will 
run in Better Homes & Gardens, Time 


and Parents’ Magazine. It retails at 


$59.50. 


$6,000,000 Spent 
by Machine Tool 
Show Exhibitors 


Companies Invest 
Up to $75,000 
for Space Alone 


Cuicaco—Between last Wednes- 
day and next Friday more than 
100,000 experts on cost cutting will 
have visited the enormous Dodge- 
Chicago plant here to look at 
machine tools. 

They will have walked an ag- 
gregate of probably more than 
300,000 miles at the Machine Tool 
Show, sponsored by the National 
"Machine Tool Builders Associa- 
tion. All they will see are ma- 
chines—all of the same steel gray 
—and uniformly overalled at- 

(Continued on Page 74) 


| Denny spoke was 1,861. 


NAB Code Rules Run 
into Heavy Opposition 


New Stations 
Costly, Denny 
Warns Industry 


There's Room for 
Video, Though, FCC 
Chief Tells NAB 


ATLANTIC Criry—Reporting that 
only half of the new radio sta- 
tions are keeping out of the red, 
FCC Chairman Charles R. Denny 
Jr. last week advised would-be 
broadcasters to take another look 
before pushing the 700 applica- 
tions still awaiting commissio’ ac- 
tion. a 

Mr. Denny warned thatoc Zvill 
not “fashion an umbrella to fpro- 
tect the industry “fron the*® con- 
sequences of free com etitiwe en- 
terprise.” But he stiggested that 
the 700 applicants “make a “ealis- 
tic reappraisal in the ligh* of all 
available facts.” 

At the same time he said the 
commission is looking for ways to 
make it economically possible for 
more broadcasters to go into tele- 
vision. 


Station Total at 1,861 


He reported that the number of 
standard stations in operation or 
under construction has nearly 
doubled since Oct. 8, 1945, when 
FCC lifted its wartime construc- 
tion freeze. 

Of the 925 postwar ‘standard 
grants, 477 occurred in the past 
year. 

The total number of stations au- 
thorized or in operation as Mr. 
About a 
(Continued on Page 69) 


level, and will be turned over to} 
in 


Advertised in Life” 


Last Minute News Flashes 


Kroger Readies Second National Brand Promotion 


CINCINNATI—ADVERTISING AGE has learned that Kroger Company 
will launch its second all-out promotion featuring national brands 


selling and building public rela-| with a “Stars of the Food World” drive scheduled to break Oct. 16 
| throughout Kroger operating territories. As in the case of the “As 
promotion last spring, Kroger stores will be fea- 


tured as sources of nationally known brands. 


Jameson Boosts Gallagher & Burton Budget 


New YorK—William Jameson & Co., a Seagram division, will in- 


an international WPB. | 


C&O Sponsors ‘Information Please’ in Four Cities 


Page 26. Other features: | Young’s Chesapeake & Ohio 


| crease 1 


New York — Robert R. 


| ts newspaper advertising budget by 100% next year to pro- 
| mote Gallagher & Burton’s White Label blended whisky. 


More out- 


| door advertising and an increase in the number of window displays | broadcasters for the first time, on 
also will be scheduled. Lawrence Fertig & Co. is the agency. 


Board to Resolve 
Differences; 'Window 
Dressing’ Charged 


(Other NAB stories and pictures 
appear on Pages 2, 4, 6, 8, 13, 24, 
28, 54, 60, 61 and 75.) 

ATLANTIC Crty — Following five 
hours of vigorous floor debate at 
its 25th annual convention last 
week, the National Association of 
Broadcasters left to its board of 
directors the problem of reconcil- 
ing commercial provisions of the 
proposed “Standards of Practices” 
with objections advanced by a vo- 
cal group of independent and small 
station operators. 

Throughout two days of debate 
broadcasters generally affirmed 
their support of self regulation, 
but independent operators ex- 
pressed the fear that the draft pre- 
sented here, which would reduce 
commercial time an estimated 3 to 
20% and ban double spotting, 
would threaten their economic se- 
curity. 

Empowered last year to write a 
code, the board of directors had its 
choice of adopting the proposal in 
whole or part, or postponing final 
action until later. It also had be- 
fore it the question of holding 
the referendum on the final code 
as suggested by delegates. 


May Decide in November 
As ADVERTISING AGE went to 


press the board was scheduled to » 


convene here, but Judge Justin 
Miller, NAB president, who re- 
peatedly emphasized the impor- 
tance of not hurrying through the 
business of legislating a code for 
the entire industry, had indicated 
earlier that he did not foresee final 
action until the November meet- 
ing. 

Early in the week NBC and 
CBS affiliates, in their annual 
meetings, had both come out in 
favor of a code for the industry. 
MBS took a similar stand in its 
meeting, while ABC and its affil- 
iates made a weaker endorsement, 
qualified by a statement from 
American’s Mark Woods, who 
said: 

“No national network could or 
should take a definite step on such 
standards until it had considered 
thoroughly the matter and had 
consulted at length with its affili- 
ates.” 


Called ‘Window Dressing’ 


When originally presented to 


| the opening day of the conven- 


tion, the code brought forth cries 
of “discrimination against inde- 


Railway, | pendents,” “too negative” and 


through Kenyon & Eckhardt, will sponsor “Information Please” over “purely window dressing.” 


R. Moffatt, who will retire Sept. 30. 
Steel Company, U. S. Steel subsidiary, in 1919. He became assistant | 
advertising manager of Carnegie-Illinois in 1936, advertising man- 
ager two years later, and in 1947 was appointed assistant director of 
advertising of the Delaware corporation. 

(Additional News Flashes on Page 75) 


rr U. S. Steel Appoints Schreiner Ad Manager 
PITTSBURGH—United States Steel Corporation of Delaware has pro-|tion, in the making since January 
moted G. Reed Schreiner to director of advertising, succeeding Charles| by a special committee under the 
Mr. Schreiner joined Carnegie | chairmanship of Robert Swezey, 


12) Mutual network stations in New York, Chicago, Cleveland and Wash- | 
58| ington for 44 weeks starting Sept. 26. The program, offered by Mu-/eled at the method used in pres- 
52) tual as a cooperative, will be broadcast Friday from 9 to 9:30 p.m.,/entation, with the broadcasters 
4 EDT. 


Much of the criticism was lev- 


complaining that at best they had 


;only 24 hours to study the draft 


NAB’s proposal for self-regula- 


MBS vice-president, was released 
in printed form on Monday and 
thrown open for discussion in the 
general meeting on Tuesday. 
Asserting that the standards had 
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been drawn without a full under-,on a 14-minute or a 13%4-minute 
standing of the programming of | basis, leaving the extra time for 
independents, Ted Cott, program | spots. 

director of WNEW, New York, | 


said that commercial limitations | 


as set up would make such sta- 
tions unable to compete against 
network affiliates. 

He explained that the maxi- 
mum commercial time limitation 
would force them to eliminate 
one-minute spots between shows 
—an important source of revenue 
for independents. 

The charge of discrimination, 
which was reiterated later by 
other spokesmen for independ- 
ents, was based on the fact that 
commercial time allowable was 
based on 15-minute segments, 
while many independents sell time 


NOW OVER 


90,000 


CIRCULATION (‘current averace) 
ST. JOSEPH NEWS-PRESS 
St.Joseph Ouzette 


Mr. Cott was also one of the 
several speakers who objected to 
the code’s negative approach. 
“There is lots about maximum 
commercial practices, but nothing 
about minimum public servicing,” 
he said. 

Suggestion that the code would 
never have any noticeable effect 
on what comes out of a radio 
came from two separate sources. 
To Ed Breen of KVFD, Fort 
Worth, it was “window dressing 
in horrible taste.” 


‘Forging Weapon for Critics’ 

“We are forging a weapon for 
every critic we have,” he warned. 
“When have any of us played up 
sex crimes or done any of those 
other things we agree not to do in 
this document?” _ 

On the panel to introduce the 
commercial section of the code, 
Harold Fellows, WEEI, Boston, 
who helped formulate the stand- 
ards, was sure the medicine would 
not taste as bad as it looked. 


Advertising Age, September 22, 1947 


ABC CONFAB—In a huddle at the station relations suite during the NAB 

convention are Bud Stimson of the New York office; Francis Conrad, manager 

of station relations for the Hollywood office; Ray Diaz, network traffic manager, 
and Al Beckman, New York office. 


“We are giving the industry 
something to talk about,” he said, 
“but when you study it you will 
find you haven’t hurt yourself.” 

The standards, he pointed out, 
do not tell a station manager how 
he must use the two minutes and 
40 seconds (remainder of three 


minutes for station break) com- 
mercial time out of a 15-minute 
segment. 

Objection to the proposal was 
intensified somewhat by a state- 
ment attributed to FCC Chairman 
Charles R. Denny, who declared 

(Continued on Page 72) 


“MUST” READING 


“For a great many years, majority of our ‘Super Valu’ and ‘AA* 
and ‘Opal’ stores have 


eceyed The Progressive Grocer monthly. 
Our wholesale grocery org Ssniztion has regularly subscribed to this 
publication for all its key personnel, including Executives, Branch 
Managers, Supervisors and Perscnnel Instructors. We think The 


for food merchants 


Progressive Grocer is a ‘must’ on #i@ reading list of wide 


awake food merchants. It has repeatediy demonstrated its 


alertness to the changing conglitions and has published 
articles on actual operations which are interesting and 


informative." 


Winston and Newell Co., Wholesale Grocers 


Sponsors of Super Valu, AA and Opal 


T. G. Harrison, President 
Minneapolis, Minn. 


voluntary groups 


Key retailers, wholesalers and chain executives all 
tell the same story. And the 73,000 of them who 
get The Progressive Grocer are the best in the 
business — the ones who sell or directly influence 
the sale of 90% of the volume of grocery and 


combination stores. 


The Progressive Grocer is “must” reading — be- 
cause it is an operating handbook. Every issue is 
packed with information on food store merchan- 
dising and management — down-to-earth, solid 
working information on how to build sales, cut 
costs and make larger profits. That’s what they 


want — information they can take and profitably 
apply to their own operations. And The Progres- 
sive Grocer is the one food publication of large 
circulation that gives them so much of that kind of 
information. That’s why so many responsible people 
in big food markets are regular readers of 
every issue. 


And that in turn is why advertisers use more pages 
and invest more advertising dollars in The Pro- 
gressive Grocer than in any other food trade 
publication. It is read by the merchants who control 


the bulk of the business. 


where the best merchants in the food trade 


get their best selling information 


The 
PROGRESSIVE GROCER 


National magazine of the food trade 


New Yerk - Chicago - San Francisco - Los Angeles 


Little Concern 
Over BMB Shown 
at NAB Meeting 


ATLANTIC City—An estimated 
400 broadcasters attended NAR’; 
general session on the Broadcast 
Measurement Bureau last wee, 
but, except for members of the 
panel who were invited to make 
the bureau’s pitch, no one seemej 
particularly concerned over BMRB’ 
future. 

Few people took advantage o 
the opportunity to question Hug 
Feltis, BMB president, who di 
not speak on the program, or t 
others on the platform. 

The invitation to line up for 
permanent subscription was ex 
tended, not by a BMB executive 
but by G. Richard Shafto, WIS! 
Columbia, S. C., and member o 
a special NAB board committee. 

Emphasizing that the cost pey 
month for the service is as lo 
as $6, he said he did not believe 
the BMB could preserve its futurd 
existence if it surveys only 500 
stations. (As of Sept. 17, the list 
of subscribers numbered around 
300.) 


Nets May Act Together 


On hand to speak a word of en- 
dorsement for the tripartite or 
ganization were Leonard Bush 
vice-president of Compton Adver. 
tising, and Joseph Allen, vice 
president of Bristol-Myers Com 
pany. 

Mr. Allen called it the seller's 
“obligation to know what he is 
selling, to pay for such informa 
tion gladly and absorb it as part 
of his selling cost.” 

In an interview, Mr. Felti 
upon whom the responsibility 0 
getting the organization settle 
firmly on a_ permanent basi 


‘largely rests, expressed the hop 


that the NAB board in its nex 
meeting would back up BMB wi 
a strong endorsement. 

One likely source of suppo 
was the networks, said to be co 
sidering making a_ simultaneou 
announcement of their intention t¢ 
back BMB. 


BVD Extends Video Use 


BVD Corporation, New York 
through Grey Advertising Agenc 
will increase its sponsorship © 
time signals on NBC’s televisiol 
station, WNBT, during the foot 
ball season. In addition to 1 
regular Thursday evening weathe 
reports, BVD will present nin 
spots prior to the New Yor 
Giants’ professional baseba! 
games. 


Parke, Davis Names Y&R 


Parke, Davis & Co., Detroit, ha 
appointed Young & Rubicam 
handle its national retail pha 
macist advertising campaign, & 
fective Jan. 1, 1948. 


For over 59 years 
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“AT LEADING PAPER 
THE MARTIN CANTINE COMPAN’ 
— «SAUGERTIES, N.Y 
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suppo} “THEY FOUGHT TO A FINISH. DOMINICK M’CAFFREY PUTS A VIOLENT END TO THE PUGILISTIC ASPIRATIONS 
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be co OF ‘SPARROW’ GOLDEN IN A BRISK CONTEST AT A SEQUESTERED PLACE. WOOD CUT, 1866.” 
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No “sequestered place” for this “Sunday Punch”! 
The power of the FIRST 3 MARKETS GROUP is concen- 
trated in the FIRST 3 cities of the U. S.—New York, 
Chicago, and Philadelphia—with an average family 
coverage of 75%. 


But far-reaching is FIRST 3’s influence, too, with a 
46% coverage in more than 1600 cities and towns 
and a 48% coverage in 379 counties. In this 379- 
county area live 36% of the U. S. families who 
account for 42% of the total retail sales, 44% of 
the food, 38% of the drugs. 


FIRST 3 appears in newspapers first in circulation, a 


THE GROUP 
WITH THE 


SUNDAY 
PUNCH 
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total of over 7,400,000, with a choice of two out- 
standing groups: (1) The Magazine and Picture- 
Roto Combination, or (2) The All Picture-Roto 
Group. The first combination includes Graric, the 
Magazine section of The Chicago Sunday Tribune, 
EVERYBODY'S WEEKLY, the Magazine section of The 
Philadelphia Sunday Inquirer, and the picrurE- 
ROTOGRAVURE section of The New York Sunday 
News. The second group includes the picTURE-ROTO 
sections of all three of these newspapers. 


For detailed information about FIRST 3 MARKETS 
GROUP, call or write any of the offices listed below. 


PHILADELPHIA SUNDAY INQUIRER 
NEW YORK SUNDAY NEWS 
CHICAGO SUNDAY TRIBUNE 


Retograuure + Colorgrauure 
Picture Sections + Magazine Sections 


a Gi Te 


Courtesy of The Bettmann Archive 


/psunvay PUNCH Fay of 


—— 


News Building, 220 East 42nd Street, New York 17, VAnderbilt 6-4894 * Tribune Tower, Chicago 11, SUPerior 0044 * 155 Montgomery Street, San Francisco 4, GArfield 1-8946 
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West-Holliday Promotes 

J. Morgan McGrath, for the past 
six years San Francisco zone man- 
ager of West-Holliday, newspaper 
representative, has been promoted 
to vice-president and director of 
research and promotion. Paul 
West Jr., Portland zone manager, 
will succeed Mr. McGrath in San 
Francisco, and Malcolm C. Smith, 
an account executive in the Chi- 
cago office, moves to Portland as 
zone manager. 


Evans Case Starts Drive 


Evans Case Company, North 
Attleboro, Mass., manufacturer of 
fitted cases, has launched a four- 
color campaign in Harper’s Ba- 
zaar, Junior Bazaar and Vogue, 
plus black and white ads in trade 
publications. 


ITS GROWER-READERS 
PRODUCE: 
38°, nation's apples 
90% nation's winter pears 
37%, nation’s cherries 
40% nation's prunes 
98", nation's filberts 


— Write for full story 
1135 S. E. SALMON ST. * PORTLAND 14, OREGOM 
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Costs Peril Radio — 
Advertising, NAB 
Told by McElroy 


ATLANTIC City —WNeil H. Mc- 
Elroy, vice-president and general 
manager of Procter & Gamble, has 
given a solemn warning to radio, 
which already is in a serious com- 
petitive position because of rising 
talent and time costs, against fur- 
ther restrictions on commercials. 

Mr. McElroy’s speech was made 
before the NBC convention, a pre- 
lude to last week’s NAB confab. 
But echoes of it were still ringing 
in Convention Hall above the 
spirited debate on the proposed 
Standard of Practices code. And 
station managers and network 
officials will be able to quote 
from this address by one of radio’s 
biggest spenders long after the 


meeting is over. 


Asserting that an advertiser 
must select the medium which 
gives him the most effectiveness 
per dollar, he said, “While time 
and talent costs have been going 


‘up and further restrictions which 


may reduce seriously the commer- 
cial effectiveness of radio are be- 
ing considered, the situation has 
been adversely compounded by a 
reduction. in listening to a given 
program.” 


Other Costs Down 


Procter & Gamble is much less 
assured of the per dollar effective- 
ness of radio today than it was, 
for example, in 1933, he stated, 
adding: “Whereas the cost per 
listener has increased during these 
years, the cost of reaching the 
consumer through other media has 
remained relatively level or has 
declined.” 

“There is just no question but 
that when we feel radio costs no 
longer competitive with one or 
more of the other means of ad- 
vertising, we will have no choice 
but to shift to a more advanta- 


Advertising Age, September 22, 1947 


GUEST SPEAKER—David Sarnoff, pres- 
ident of RCA and chairman of the 
NBC board, had his luncheon audience 
in the palm of his hand from the mo- 
ment he suggested that coats be dis- 
carded for more comfortable attire. 


geous advertising medium. The 
soap and shortening business are 
too competitive for us to do other- 
wise than to keep. constantly 
striving for a more efficient use 
of our advertising dollars.” 


In what was obviously a direct 


What’s the Test Suit a Good Test Market? 


HEN we first read these ten requirements of 
W: good test market, we thought someone was 
describing a typical Scripps-Howard Newspaper 
city. Honestly, that’s how close we think our cities 
come to filling the test market bill in full. 


For example, Scripps- Howard Newspaper cities 
are well distributed geographically. They’re filled 
with people of varied, yet representative, popula- 
tion groups. Each city is supported by its own 
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10 MOST IMPORTANT > 
FACTORS INFLUENCING THE CHOICE. 


OF TEST MARKET* 
The test city should: 


I. Be a cross-section of 
population, contain. typical 
population, have a diver- 


sified population. 


2. Be a relatively isolated 
community, independent of 


other large cities. 


3. Have good advertising 
media available and willing 


to co-operate. 


4. Have diversified industry 


and business. 


10. Have good transportation facilities: 


| 


SCRIPPS-HOWA 


NEW YORK. . . . World-Telegrom COLUMBUS. ...... . Citizen 
CABVGLAND .. 220+ Press CINCINNMATL, . 1... ec cee Post 
OUTEBURGNM .. . 2 we cee Pe Post 
SAN PRANCISCO ...... News Covington edition, Cincinnati Post 
WNDIANAPOLIS ... 2... Times KNOXVULE. . . . . News-Sentinel 


5. Be of average income 
per capita. 


6. Have good or typical 
distribution facilities, outlets, 
channels. 


7. Be © stable market. 


a test city. 


9. Be an area where, if 
cessful, the advertiser knows 
his product will sell anywhere. 


2 


4 
a 
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. 230 Perk Avenve . New York 


8. Have a good record os: 


well-diversified industries, 


and each one is reached 


effectively through a newspaper willing and able 
to co-operate with your plans. 


*This represents the 
consensus of opin- 
ions among 156 ad- 
vertiser and agency 
executives as com- 
piled by National 
Analysts, Inc. Re- 
printed, with permis- 
sion, from September 
1 issue of Sales 


people in these cities. 


Here's the plus value of Scripps-Howard 
markets 
We'll gladly supply you with market studies to 
help you understand better the buying habits of 


_ For example, fifteen Scripps-Howard Newspapers 
have just completed a study of Grocery Product 


distribution through selected retail grocery stores. 
Then there’s the New York World-Telegram and 


Cincinnati Post Grocery Store Inventory studies 
—plus a wealth of helpful data compiled from 
Pantry Shelf Inventories and Continuous Con- 


sumer Panel Surveys. 


+ « Post 


These are the real plus values for the advertiser 
who believes in testing advertising performance 
against consumer sales. 


PORT WORTH. . 2. se es 


ALBUQUERQUE... ... 
BL PASO... 


Tribune 
+ « « « Herald-Pow 


|reference to the much discusseg 
|new code, the P&G executive Said: 
“The industry should give fy) 
weight to the danger the changes 
contemplated may offer to the ef- 
fectiveness of the medium for the 
great group of advertisers wh, 
are not abusing their privileges 
under the commercial handling 
rules as they now stand. 


Where Sale Is Made 


“The commercial is the poinj 
at which the radio advertising sal, 
is made or the opportunity los 
Programming investment of th 
advertiser counts for its payoff of 
what is accomplished in the lim 
ited period of broadcasting th 
commercial.” 

Mr. McElroy also pointed o 
the importance of flexibility to 
ward keeping the sales messag 
fresh and attractive, which ob 
viously is one of the sponsor's 
prime interests. 

He did, however, take occasio 
to deny repeated suggestions that 
sponsors of commercial radio “dic 
tate what programs the publid 
shall hear.” It is rather, he said 
the common denominator of lis 
tener preference which dictates 
the types of programming offered 
in this country. 

Dressing down broadcasters for 
failing to take organized effort to 
combat the destructive criticis 
leveled at their industry, he said: 
“Here is a place where radio 
which would pardonably claim t 
be one of the world’s great selling 
tools, is falling down daily in the 
first selling job—what any or 
ganization should think of.” 


American Home Foods 
Names Replogle S. M. 


Homer Replogle, who has bee 
serving as national accounts man 
ager, has been appointed genera 
sales manager 0 
American Homé 
Foods, Inc., Ne 
York, unde 
Gurth F. Cham 
bers, vice-presi 
dent in charge o 
sales. 

Mr.  Replogl 
has had wide ex 
perience in the 
wholesale and re 
tail grocer} 
fields. AHF prod 
ucts include Bur 
nett’s food flavors, Chef Boy-Ar 
Dee foods, Clapp’s baby foods 
Duff’s baking mixes and G. Wash 
ington coffees. 


Homer Replogle 


Two Join Bianchi 

L. B. Jack Nelson, until recent! 
executive vice-president and gen 
eral manager of Sweets Compan} 
of America, producer of Tootsié 
Rolls, and Alfred Bianchi Jr. hav4 
joined the Bianchi Company, can 
dy manufacturer, New York. Mr 
Bianchi will become general sales 
manager and Mr. Nelson, among 
other duties, will direct advertis 
ing and public relations. 


Ford Theater in Canada 


The initial Canadian airing ° 
the Ford Theater, sponsored by th¢ 
Ford Motor Company of Canaca 
Windsor, Ont., will be made 0c 
5 at 5 p.m. over CBC’s Dominio 
network. Cockfield, Brown & C0 
Toronto, is the agency. 


_ == ADVERTISING 


acc ieee 


NOTICE... an 
Space accepted until November 5 
without proper listing gvoro” 


. | 
| = ae 
| Maal 5 ‘ : ‘3 ‘ *s ‘ 
| & & | een | ; zs 
i § } py : 
ae Bn ee é ti | ; “en 
Be 
| ia - 
RE EE Te ee : a | 
: ry ; a3, 
s--) | oa 
WAGATINE ee | a 
3 ahd | ¢ 
a 
3: 
_ | ; 
| 7 
; ee | = ike . 
ie , 
aed 
4 y. . 
| es 
| ee a 7 
fe >a 
" r= a 
ee i ‘ ee | | | 
. = \\ | * 
eee 
Rs | eae s 
ee een eC = 
| Fe ‘ = |  —- 
a ~ \ | i 
. rs ra <i Za 
; Fe Me ees as Bee 
3 a Pa 4 x BO 880s > cara 
a A “e SO BOO? _—_—= > 
| p RR MM acency fo 
a See VL EXECUTIVE: @ 
[ te ee Ca SNOT TOC f A ; 
we “ ¢ \ | ie a i 2 
OOS rs ot a 
i oe Ps to plan your copy 4 
= ‘= ol \| ee’ i 
— J \ —— on a “I .*) F E ai . a oie ss, ei 
5 ~ . os : a ie se ; 
| 1 " suPPLY NEWS 
GS COENVER. . . . . . Rocky Mi. News EVANSVILLE... . . . « + Prose S (Closing October Ist ay 
. e= BIRMINGHAM ..... HMMM HOUSTON. ...... + + Proms 3 =* : 
: MEMPHIS. . . . Commerciol Appeo) EES Pros: = 
7. 
AN WASHINGTON ..... «+ « News wy 
Nationa! Advertising Deporiment I odd i Chicage + Son Francisce + Detrelt + Cincinnall + Philadelphia + Fort Werth 


full 
ges 
ef- 
the 
who 
eges 
ling 


Oint 


ently 
gen 
pan} 
otsié 
hav4 
can 
Mr. 
sales 
nong 
rtis 


*NOW OPERATING OR 
AFFILIATED WITH. AB 


REPRESENTED. 


BY TAYLOR- HOWE- SNOWDEN, RADIO SALES 
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Acquires Mark Cross 

Drake America Corporation, 
New York, export, import and 
trading company, has acquired ma- 
jority control of Mark Cross, New 
York, century-old leather goods 
firm. Col. George L. Artamonoff, 
president of Drake America, be- 
comes chairman of the board of 
Mark Cross, of which Gerald Mur- 
phy is president. The Mark Cross 
line will be sold and promoted na- 
tionally. 
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Burridge D. Butler, Pub. Proirie Former— WLS Bidg. 
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Code Compliance 
May Affect Radio 
Renewals: Denny 


ATLANTIC Crty—FCC Chairman 
Charles R. Denny introduced a 
serious complication into NAB 
code deliberations last week when 
he let it be known that the com- 
mission might take code conform- 
ance into consideration in passing 
on station renewal applications. 

His statement came as a shock 
to industry code writers, as rank 
and file members warned against 
rushing into a decision on an in- 
strument that might become a 
“Blue Book Supplement” in the 
hands of the regulatory agency. 

During his appearance before 
the convention Wednesday, Mr. 
Denny made a strong plea for 


prompt code action. At the same! 


time he reiterated his belief that 


code compliance is a proper sub- 
ject for consideration when a sta- 
tion applies for renewal (Details 
of the proposed code appear on 
Page 1). 


‘Blue Book’ to Stay 


“Let us be crystal clear about 
one thing,” Denny said. “Even if 
you adopt a code and even if it is 
a good code, we are not going to 
tear up the Blue Book, or close 
the office at 13th and Pennsyl- 
vania Ave.” 

Asserting that FCC “cannot ab- 
dicate” its responsibility to make 
a review of over-all station opera- 
tion, he explained that the com- 
mission “fas one of the elements of 
its teview” may “inquire whether 
a particular station has lived up 
to the minimum standards adopted 
by the industry.” 

His statement reopened the 
FCC-industry fight which led to 
the destruction of an earlier 
broadcasting code in 1944. Cur- 


rently code-less, the industry has 
tried intermittently since then to 


agree on a new system of self reg- 


= ’ 


In Philadelphia—nearly everybody reads The Bulletin 


The Sunday Bulletin — first issue 


published February 9, 1947 


+: 
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ulation. 

“There may be something in 
your code which we would regard 
as a helpful guide,” Mr. Denny 
said. “On the other hand, the 
code might contain, as your last 
one did, some provisions which 
we might regard as contrary to 
the public interest.” 

Referring to the commission’s 
ruling in a decisive code case re- 
sulting from a CIO complaint 
against WHKC, Columbus, Mr. 
Denny warned: “In the final an- 
alysis a code can be almost a 
guide. The final responsibility is 
on the individual licensee. He 
must account to the public, 
through the FCC, for what he 
does. He cannot shift his responsi- 
bility to the NAB.” 

He added, however, that in the 
adoption of a code the industry 
would take “a long step toward 
improvement,” and that he hoped 
that final code action would be 
taken soon. 


All Lever Unions 
Get Same Contracts 


As a result of the insistence of 
Charles Luckman, president of 
Lever Brothers Company, that all 
its employes be treated alike, re- 
gardless of different union affilia- 
tions, the company has ratified 
uniform agreements with three 
separate unions—one AFL, one 
CIO, and one independent. 

The.agreements provide for pay 
equalization on a national basis 
without regard to local area dif- 
ferentials and for an over-all aver- 
age increase of 12% cents an hour, 
effective immediately, for some 
3,000 production workers in five 
Lever plants. All contracts ex- 
pire on March 14, 1948. 


O’Shea Joins ‘Week’ 


David O’Shea, formerly assist- 
ant to the national advertising 
manager of the Miami Daily News, 
has joined The Week as adver- 
tising manager. The Week, a 
| weekly publication formerly de- 
| voted to coverage of south Florida 
|and Cuba, became, with the first 
‘issue in September, a Florida and 
|all-Caribbean magazine, covering 
Haiti, Dominican Republic, Vene- 


tan), Republic of Panama and 
Cuba, in addition to the state of 
Florida. 


Maltex Appoints Dobson 


John A. Dobson has been ap- 
pointed director of advertising and 
sales promotion of Maltex Com- 
pany, Burlington, Vt. 


zuela, Guatemala, Mexico (Yuca- | 


‘Life’ Tells Its 
Subscribers Why 
Mixups Take Place 


Cuicaco— With an unusual 
frankness, Life took its readers bp 
hind the scenes—in the Sept, 1; 
issue—to discuss its circulatio, 
problems, and the reasons wh 
the publication, like almost 4) 
large media in the past few year; 
fell a bit short in its handling y 
subscriptions. 

“Subscription problems,” th 
two-page illustrated story saiq 
“were often fantastic. Once q 
entire town was dropped fro 
Life’s mailing list. A more forty 
nate New York subscriber mad 
the mistake of complaining tha 
she was getting two copies eve 
week. From then on, she gof 
three. Another subscriber wit 
the same problem wound up )} 
getting no copies at all.” 

Featured in the story were the 
machines which the publicatio 
installed two years ago to elim 
nate the headaches. Weirdly ani 
mated drawings of the devices } 
Boris Artzybasheff help tell the 
story of how each functions. 

After the inquiries, subscrip 
tions, comments and general mai 
are sorted, skilled operators typg 
the subscriber’s data on a key 
punch, and check with a duplicatg 
card typed on a verifier. Re 
lights flash if a mistake has bee 
made. Additional machines calle 
“The Hen” or reproducer, tabu 
lator, sorter, collator, tape cutte 
and stencil cutter, process th 
punched reference cards. 

The stencil cutter, Life explainj 
“swallows the cards, feels o 
holes in them and spits at 
stream of small metal plates, em 
bossed with subscribers’ name 
addresses and code numbers 
which print addresses on the mag 
azines.” 

The drawings were original! 
prepared for a booklet publish¢ 
a year ago for subscribers e 
titled “540” (Life’s Chicago ad 
dress), which told the circula 
tion headache story and what thé 
publication has done about it | 
greater detail. 


Essco Appoints Selen 


Essco Mfg. Company, Prov! 
dence, R. I., manufacturer of ster 
|ling and gold filled jewelry, ha 
/named Charles W. Selen as sale 
| manager. 
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One of the most impressive results of the return to 
hard-selling is the increased use manufacturers are making of 


Women’s Wear Daily advertising. 


Lineage figures prove that for sheer selling power, 
Women's Wear Daily stands alone. 


fy 
? 
Sie aa 


For this reason, we are starting a new 


series of brief, informal talks on how to do a better selling job 


in this competitive market. We hope thereby to 


a, 3 
a 
a 
a 
% 
- 


implement the selling-power of Women’s Wear Daily 
with merchandising and promotion knowledge 
gleaned through 37 years of leadership in the industries producing 


women’s wear, children’s wear, fabrics and related lines. 
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If, as a consequence of following our messages in this 
space, your fashion accounts become regular Women’s Wear Daily 


advertisers they, you and we shall all benefit. We ask no more. 


ann Women’s Wear Daily, The Retailer’s Daily Newspaper, 4 
2 Fairchild Building, 8 East 13th Street, New York 3 
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Opens Windsor Branch 


Charles M. Gray & Associates, 
Detroit industrial advertising 
agency, has opened an office in 
Windsor, Ont., to service a new 
account, Phil Wood Industries, 
manufacturer of truck equipment. 
This office will also serve the 
agency’s American clients who are 
doing business in Canada. Robert 
E. Kilgore, while continuing as a 
member of the Detroit staff, will 
be in charge of the new office. 


Package Design & Advertising Art 


An experienced, mature specialist in 
package design, decorative and adver- 
tising art is in a position to handle 
additional selected accounts, prefer- 
ably small manufacturers and dis- 
tributors who do not have promo- 
tional, advertising or art departments. 
ADAIR & ASSOCIATES 


30 W. Washington S8t., Chicago 2, Tl. 


\Lyon’s Toothpaste 


Gets $1,500,000 
Advertising Debut 


New YorK—R. L. Watkins Com- 
pany, division of Sterling Drug, 
Inc., will spend $1,500,000 in ad- 
vertising to launch Dr. Lyon’s 
toothpaste (AA, Sept. 1) in “the 
biggest advertising drive” in Ster- 
ling’s history. Watkins will con- 
tinue to market and advertise Dr. 
Lyon’s tooth powder. 

The new toothpaste is being 
distributed in three sizes, at the 
retail fair trade prices of 10, 23 
and 43 cents. It contains neither 
soap nor chalk, said D. H. Wil- 
liams, divisional vice -‘president, 
but includes a compound new to 


dentifrices (aluminum hydrox- 
ide), developed for Watkins by 
the Sterling-Winthrop Research 
Institute, Rensselaer, N. Y. It is 
said to “polish teeth 2% to 5% 
times brighter and four times 
faster than other known tooth- 
pastes.” 


$300,000 to Start 


These findings were stressed in 
advance sales to 75,000 retail 
stores and will be emphasized in 
newspapers, network radio and 
point-of-sale material. 

Seventy newspapers in 40 major 
markets will carry 1,000-line copy 
weekly for 10 weeks, as a $300,000 
opening gun in the campaign, 
through Thompson -Koch Com- 
pany. At the same time the new 
toothpaste will be plugged on 11 
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of Sterling’s established network 
programs, through Dancer - Fitz- 
gerald-Sample. 

Point - of-sale advertising in- 
cludes 25,000 window displays, 
35,000 standing girl interior store 
display pieces, 35,000 counter 
ecards, and 35,000 window display 
pieces. 


2 Name Lindsay Agency 
Lindsay Advertising Agency, 
New Haven, Conn., has beer 
named to direct the advertising 
of Isenberg Brothers, New Haven, 
retailer of ready-to-wear clothes 
for men; and Gentree Ltd., New 
Haven, retailer of imported and 
domestic men’s accessories and 
custom tailoring of impo 
woolens. Direct mail and news- 
paper advertising will be used. 
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Advertising 


66% of Air Time 
Commercial, NAR 
Advised by Baker 


AtLantic Ciry—Kenneth 4 
Baker, director of the NAB re. 
search department, reporte, 
Wednesday that 66% of air time 
is commercial, including 274 
sponsored network programs 
16% retail, 15% participating ang 
announcement programs, and 8% 
regional and national spots. 
He told a general’session of thd 
NAB convention that more thay 
26,000,000 spot announcementd 


were broadcast over the air las Auuiep Ou 
rted|year and that in some casey ““""" 
“things tended to get jammed uy 
gi melee HERE'S Wh 
Acknowledging that the listen-Jj rewspaper a 
er’s opinion of radio is determined[fCo., Clevela 
by what he thinks of these ap- short | 
nouncements, he said station per- 
formance, reported in an NAB | 
survey of 100 sample stations, pave 4 
varied from those with few spots, . . 
carefully segregated into certain Oil F 1] 
hours, to other stations which “7 
were running as high as 256 per amil 
day “with no holds barred.” CLEVELAN 
“You can certainly see why any peaking u 
code of good practices in radiofMbnis fall, in 
must take into account and deal bds, becaus 


with them in a way that will be 
acceptable to broadcaster and 
listener alike,” Mr. Baker com- 
mented. 
Shifting the basis of his calcula- 
tions, Mr. Baker estimated that 
total commercial messages and 
announcements averaged abou 
156 minutes of the 18-hour broad- 
cast day. Pointing out that this 
is 14% of the time, he asked: 
“Why isn’t it fair, then, to say thal 
radio is 14% commercial and thaf 
this is the figure we should em 
phasize to the public.” 


Wood Pulp Imports 
Higher in August 

Imports of wood pulp into th 
United States from all source 
totaled 258,542 short tons i 
August, 1947, as compared with 
147,417 tons in August, 1946, the 
Commerce Department announced 
late last week. Canada ranked 
principal supplier in August di 
both years. 

Imports from Canada in Augus 
1947, totaled 120,192 tons, an in 
crease of 17,687 tons over August, 
1946. Of total imports of all 
grades in August, 21,279 tons were 
of rayon and special chemical 
grades of bleached sulphite, and 
the remainder of 237,263 tons wa 
paper grade pulp. 


Boosts C. F. Wiley 


C. F. Wiley, manager of the 
electrical, wire rope and construc 
tion materials division since April 
1931, has been promoted to assis 
ant manager of the Chicago dis 
trict sales office of American Ste 
& Wire Company, U. S. Stee! sub 
sidiary. Bruce D. Bennett ha 
been named to succeed Mr. Wiley 
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Appoints Bersin V.P. 
Nathan Bersin has been 4 
pointed vice-president of Equip 
ment Distributors, Inc., Boston, # 
which capacity he will serve 4 
sales manager. 
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pe ETT 
SAVE HEAT 


industrial fuel oils in Ohio, In- 
diana, 
York. Subsidiaries include a Can- 
ton refinery, terminal storage and 
pipeline companies and operation 
of a Mississippi River barge fleet 
and Great Lakes tankers. 

Richard T. Brandt, Inc., Cleve- 
land, is the agency. 


“ Promotes David Gow 


David E. Gow, formerly branch} dicate sales manager 
manager of the Cleveland office of|Brach & Sons, 
Asbestos Textile & Packing divi- ! manufacturer. 


sion of Raybestos-Manhattan, Inc., 
has been appointed packing sales 
manager of the Asbestos Products 
division, with headquarters in 
Manheim, Pa. He succeeds Jack 
E. Cole, who has been transferred 
to Chicago to be branch manager 
of the equipment sales division, 


Brach Boosts Hawley 


R. H. Hawley, assistant sales 
manager, has been appointed syn- 
of E. J 

Chicago candy 


Pennsylvania and New 


rate SS 


“QUALITY LITHOGRAPHY 


FINEST 


2a Sas ae ke SASS 
FAST DEPENDABLE 


Auurp Ou Company Inc pence 
nving ImBEPENDENT FURL Ont gupPLiER 


HERE'S WHY—Here is one of the 

newspaper ads employed by Allied Oil 

Co., Cleveland, to show why fuels are 
short and must be saved. 


Save All Fuels, 

Oil Firm Urges 
Families in Ohio 
CLEVELAND—An oil company is 
peaking up for competitive fuels | 
his fall, in a series of newspaper 
hds, because of the transportation | 
bottleneck and threatened fuel 
hortages. 

Most fuels used in Ohio must 
e hauled in from other states, 
fficials of Allied Oil Company, 
ndependent fuel oil supplier with 
eadquarters here, point out. None 
vill be in unlimited supply this 
jinter, and “We thought it was 
ime somebody declared a united 
ront for all fuels in Ohio during 
his transportation emergency—to 
ake sure that Ohio homes, 
chools and other institutions have 
pnough fuel to keep warm, and to 
nake sure that industry gets 
pnough oil, coal and gas to keep 
running.” 

Using newspaper space in 
Akron, Canton, Cincinnati, Cleve- 
and, Warren and Youngstown, 
he 1,344-line ad series tells why 


to th 
ource 
ns | 


y — ransportation is the bottleneck 
sunced Meow: Each ad gives suggestions 
ed agfmen how the householder can save 


heat next winter. Reprints of the 
ads are being mailed to steel com- 
panies, oil eompanies, industrial 
plants and to members of the In- 
erstate Oil Compact, the conser- 
ation group representing oil pro- 
ducing states. 

Allied Oil supplies domestic and 


ust Of 


.ugus 
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Lugust, 
of all 
s were 
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1000 PHOTOS SELECTED 
FROM OVER 500,000 IN FILE 
Many an adman has waited a long time 
.. but at last it’s here ... beautifully 
done by Gelatin-Gravure . . . covering 
® multitude of classifications. Of course 
the supply is limited... so send us a 
dollar (that’s to eliminate curiosity- 
Mekers) or your order . . or the 
coupon... no red tape... it’s yours 
for a buck! And it'll be mailed to 
you right after September 1st, 
1947. 


KAUFMANN & FABRY COMPANY 
4% SOUTH WABASH AVENUE 
CHICAGO 5, ILLINOIS 


NS CLIP and MAIL TODAY! § 


= inane ar Ce. 
Se. Wabash Ave., Chicage 5, |HMimels 1 


Here's my Buck 1 . Order for your 
me" Stock Photo Book. a ! 
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! Here is just one of the many reasons 
why Los Angeles is probably the ‘hottest’ market on 
the globe. During 1946 and the first 
half oi 1947, a period of only eighteen months, 
a total of $217,066,992 was invested in 
new industries and expansions in the Los Angeles 
area. In other words, America’s third 
largest and richest market is growing much faster 
Reach 


this astounding market through its years long favorite 


than any other comparable area. 


evening newspaper...the Herald-Express. 


Represented Nationally by Moloney, Regan & Schmitt, 
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P. 0. Reverses 
‘Too Literal’ 
Lottery Ruling 


Possible Violations 
of Law Outlined by 
Sectional Chief 


WASHINGTON—The wheels of ad- 
ministrative law stopped grinding 
momentarily last week when 
Postmaster General Robert Han- 
negan stepped in to reverse a staff 
finding which would have made 
unmailable certain editions of the 
St. Louis Star-Times and most 
other newspapers. 

Queried by the St. Louis post- 
master, staff members had been 
confident that they were obligated 
under lottery statutes to prevent 
distribution of newspapers con- 
taining accounts of an incident at 
Ahoskie, N. C., where a Negro 
war veteran had beén denied a 
car won in a Kiwanis Club lot- 
tery. 

For nearly 75 years the depart- 
ment has rigorously hunted down 
and removed from the mail any 
material promoting a lottery or 
reporting the names of lottery 
winners. Aware that they ban 
newspapers picturing or naming 
sweepstakes winners, the staff 
members rated the Ahoskie inci- 
dent merely another story related 
to the reporting of lottery results. 


Termed ‘Too Literal’ 


But the Star-Times promised a 
fight. Rushed to the attention of 
Postmaster General Hannegan, the 
decision was reversed as “too lit- 
eral.” Hannegan agreed that the 
lottery element was merely “in- 
cideutal to a newsworthy event” 
in the Ahoskie story. He cautioned 
the staff, “This law was not de- 
signed to suppress information of 
value to the public.” 

The ins and outs of the lottery 
law still mystify many publishers 
and advertisers, despite their 
many years of operation. Accord- 
ing to Saul J. Mindel, chief of the 
mailability and license _ section, 
office of the Solicitor, more than 
100 publishers, advertisers and 
postmasters inquire monthly about 
the validity of “give away” plans. 

Though there is no obligation 


|under the law, Mr. Mindel reports|awarded by lot or chance, and|merchandise assures 


|that the department 
|gives advance rulings to save 
{trouble and expense for worried 
‘Publishers and advertisers, for in- 
| fringement of the law may pre- 
;vent material from being de- 
|livered. At other times it results 
\in a warning, or if repeated, in 
further legal action. 


‘Consideration’ Important 


Prize schemes violate the lot- 
tery law where the prize is 


| lottery 


Mr. Mindel points out. 

By “consideration” the depart- 
ment means any money payment, 
including the purchase of mer- 
chandise, chances or admission 
tickets, or even payments on ac- 
count. Mr. Mindel told the Vir- 
ginia Press Association recently 
that the courts consistently agree 
that “give away” plans involving 
purchase of merchandise violate 
laws, even though the 
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On the other hand, the depart- 


ment will pass advertising for 


“give away” projects where it is 
required merely that one’s name 
be registered at a store in order 
to be eligible for the prize. 


Figures Time Spent, Too 


The department’s concept 
of “consideration” is sufficiently 
broad to cover “expenditure of 
substantial effort and time” as well 


purchasers |} 
regularly | where “consideration” is involved, | full value for their money. 


as money payments. 

Mr. Mindel assured the Virgin). 
organization that all three ee. 
ments—prize, chance and ¢op- 
sideration—must be present be. 
fore a lottery law violation can be 
claimed. 

“Tf there is chance and a prize 
but no consideration, or if there 
is consideration but the awarding 
of the prize is not governed by 
chance, the scheme is not a lot. 
tery,” he said. 

Some of the 


“chance” ideas 


: ns, designs, 


» _...for forty-five years. | 
. CHICAGO SHOW 
PRINTING CO. , 


2699 N Kidore Ave Chicoge 39 
se: Spevidomg 1600 * 
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guestioned by the department in- 
dude: 

1. When a prize is awarded to 
the first 50 ladies visiting the “X” 
jepartment store after it opens its 
joors on a certain day; 

2. When a home in a city is 
selected at random to be visited 
during the day and a prize given 
the housewife if she has on hand 
, certain food product; 

3. When the awarding of prizes 
is made to persons whose names 
are selected from the telephone di- 


rectory and published in the 
classified advertisements of a 
newspaper. 


Other Rules Frowned Upon 


He warned against schemes 
“where the amount of the prize is 
uncertain,” such as: 

1. Where the amount of the 
prize depends on the number of 
people who decide to participate; 

2. Where the amount of the 
prize is determined by the sales 
total on a given day in the store 


conducting the plan; 

3. Where balloons are released 
over a city at a certain time and 
the prizes attached to them, or for 
which they may be redeemed, are 
of unequal value; 

4. Where there is provision that 
the prize will be divided among 
tying contestants if a tie should 
develop. 

He warns that a plan may be 
illegal whether awards are based 
in whole, or only partly, on 


\chance. Guessing the number of | 


11 


beans in a jar would not pass,; mail, even if the ads refer to 
though it is theoretically possible | “Big Games” or “Party” or merely 


for a good mathematician to cal- 
culate a reasonably good answer. 
Nor would predictions of the num- 
ber of votes to be cast in an elec- 
tion, or the scores to be made in 
an athletic contest. 


Games Considered Lotteries 


All kinds of bingo, bunco, 
keeno and related games are 
classified as lotteries, and their 
promotion is banned from the 


What every advertising man 
can learn from “The Hucksters” 


“ HE Hucksters,” as every adver- 


tising man knows, is a best 
seller. With Book Club sales in- 
cluded, it will probably sell close 
to a million copies. 

Then along comes Hollywood... 

And movie men estimate this 
M-G-M hit will attract about sixty 
million people to the box office. 

In short, the picture will have 
sixty times the drawing power of 
the printed word. 

When you ponder over that, Mr. 
Advertising Man, you will under- 
stand why PARADE, the Sunday 
Picture Magazine, is such a potent 
force in advertising. According to 
Starch, there isn’t a single syndi- 
cated Sunday Magazine that even 
comes close to it in readership. As 
a matter of fact, in the entire maga- 
zine field, PARADE is second only 


You ought to be in pictures — 


to LIFE in the number of readers 
per 100 copies. (We'll always bow 
to another picture magazine. ) 

Does this mighty editorial read- 
ership carry over into advertising, 
too? 

It does indeed! PARADE de- 
livers the lowest black and white 
page cost per thousand readers. 
And in a recent test, PARADE 
ranked first in readers per dollar 
in 23 out of 28 identical ads that 
ran in syndicated Sunday Maza- 
gines and the slick books. In the 
other five, PARADE ran a close 
second. That’s PICTURE POWER. 

So what kind of an atom-age 
miracle are you waiting for? If you 
want to get in the picture, get in 
PARADE! 


A scene from the 


Metro-Goldwyn-Mayer picture, 


“The Hucksters” 


a dollar sign. The ban applies to 
fraternal, charitable and religious 
organizations, along with others. 

Mr. Mindel confirms the validity 
of the “Best Letter” contest, where 
awards are made entirely on the 
basis of skill. They may even in- 
volve the purchase of merchan- 
dise or other considerations, so 
long as the winners are not in any 
way determined by chance. 

He has one final warning ap- 
plicable even in the “Best Letter” 
contests: Watch that ban on un- 
determinable prizes. Be sure that 
magic phrase is there—‘duplicate 
prizes will be awarded in the 
event of tie.” 


Forms New Service 

Janette Kiedaisch, formerly in 
the advertising department of 
California-Western States Life In- 
surance Company, Sacramento, 
has organized Ideas Unlimited, 
Sacramento, a copy and idea serv- 
ice specializing in direct mail, 
booklets and radio spot announce- 
ments. 


| feature columns 
of “hints and helps’ for 
Cleveland homemakers 
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How Industrial Ads Differ 


E. J. Lauesen, vice-president in | 
charge of the Chicago office of 
Fuller & Smith & Ross, is reported 
to have told the Chicago Indus- 
trial Advertisers Association the 
other day that “it is time that 
management quit measuring the 
efforts put forth on a considered 
purchase in terms of the adver- 
tising efforts put forth on the 
quick purchase.” 

Industrial advertising, which 
aims at making it easier to sell a 
tractor, for example, is an entirely 
different kind of advertising from 
that which attempts to get an in- 
dividual consumer to buy a par- 
ticular tube of toothpaste. The 
advertising for the industrial 
product, Mr. Lauesen emphasized, 
must dig deeper “into every op- 
eration of the company than is 
possible in the case of consumer 


advertising.” 
Mr. Lauesen makes a_ point 
which can be said to be well 


known, but not fully understood. 
Advertising of industrial goods 
and other products in the business 
press differs materially in concept 
and scope from advertising of 
consumer goods in consumer 
media. 

For the purpose of the tooth- 
paste advertiser, as an example, 
one reader is about as good a 
prospect as another. There are, 
of course, individual differences in 
the audience of a consumer me- 
dium even for toothpaste, but by 


ages are dangerous in an audience 
whose buying habits vary so 
greatly both as to types of prod- 
ucts and as to quantity. 

That is.one reason why we hope 
that application of consumer copy- 
testing techniques to the business 
paper field will be made with the 
greatest care and with adequate 
warning to potential interpreters. 

The readership rating is a good 
case in point. Since, by and large, 
one reader of a consumer medium 
equals any other reader of that 
medium as a potential customer 
for most consumer goods, a Starch 
or similar readership rating of an 
ad can be accepted as a good clue 
to the ad’s reader pull, and there- 
fore presumably to its selling 
power. 

But when this technique is ap- 
plied to business paper audiences, 
there are many possible dangers 
unless interpretation is done with 
great skill. 
fetched to assume, as one example, 
a business paper advertisement 
performing its task magnificently, 
although seen and remembered by 
less than 1% of the possible audi- 
ence; and conversely, it is easy 
to imagine a situation in which 
readership can be built up mag- 
nificently, at the direct cost of 
sales power. 

Selling consumer products via 
consumer media is a retail opera- 
tion; selling industrial goods or 
services via business papers is 


and large they are not enormous | 
hand, | 


differences. On the other 
one reader of a business paper 
may, and frequently does, repre- 
sent 100 or more times the poten- 
tial for any particular product 
than the reader next door. Aver- 


something else again. The same 
techniques do not necessarily ap- 
ply. And it follows, therefore, 
that the same methods of meas- 
uring the effectiveness of the tech- 
niques are not necessarily com- 
pletely sound. 


a short 


out from behind the counter, Madam—I'm wearing 


Advertising Age, September 22, 1947 


—Meyer Both Retail Letter 


skirt!" 


It is not at all far-| 


Disenchantment 


Recently the movie moguls have 
been unusually sensitive, and 
ready to fight for the name of 
their fair medium at the drop of 
a Congressman’s hat. Their ad- 
vertising and press chiefs have 
banded together to keep the film 
business from taking any unfair 
whacks. 


four he got pleasant lip service 
but little information, the remain- 
ing three insisted that he call or 


Advertising 


INBC VW 
to Sell 
on Tel 


The following documents may be 
secured without charge from com. 
panies sponsoring them or through 


write for appointments in the in- 
definite future or suggested he 
look elsewhere for information. 


head was terse and truculent, 
harangued the visitor for a view- 
point he presumed the visitor had, 


So Colgate-Palmolive-Peet had 
better watch out. 

C-P-P is now advertising Coleo, 
a denture cleanser, and says it is 
a favorite of Hollywood stars. 

Stars with false teeth? If Lana 
or Linda or Betty crosses the 
fan’s mind, you can bet his mental 
image doesn’t take out a set of 
china clippers and swish them 
daintily around in a bath of Coleo. 

And if you’re thinking that the 
company probably means stars 
like Lionel Barrymore, Wallace 
Beery and Boris Karloff, remem- 
ber the picture, which shows a 
couple of very handsome people. 

Says C-P-P, “Tested by Holly- 
wood actresses and actors . : 
famous for their looks! Nowhere 
else in the world will you find 
so many costly plates and bridges 
as among actors and actresses.” 
Eight out of 10 prefer Coleo to 
all other types of denture cleaner. 

Every so often some cynic fig- 
ures how old most of the stars 


Which Way Business? 


Despite the dire predictions of| nite signs that the peak has been|arithmetic is discouraged in the 


practically everybody over 
past year or two, business levels 


the economy was speeding along 
at a clip which indicates a total 
national income for 1947 
slightly over 200 billion dollars— 
the highest national income ever 
achieved by any country in the 
world, in war or peace. 

This tremendous total is unfor- 
tunately due in considerable degree 
te the continuing upward trend of 
prices, rather than to large in- 
creases in the production of goods 
and services. But even discount- 
ing price rises, it is a remarkable 
feat 

Now, are defi- 


however, there 


of | 


|runaway price increases). De- 


on a dollar basis and other in- 
| dexes point to a similar plateau. 

This condition should alarm no 
/one. Having reached proportions 
| which not even the most stout- 
hearted economic optimist would 
have dared predict ten years ago, 


the economy temporarily seems to | 


have no higher point to hit. 
a 


But 
slight dropping off does not, 


need not and should not signal | 


“depression” or anything resem- 
bling such a condition. By and 
large, business will be just as good 
as most of us believe it will be, 
and as our actions lead it to be. 


really are, and some of them 
could come by their false teeth 
quite honestly. But this sort of 


the| reached (always barring further|™ovie colony, which prefers fig-| 
|jures on income and figures on 


| 


have continued to advance, until| partment store sales are trending | 
during the second quarter of 1947,| slightly downward from last year | i¢ 


Malibu Beach. 

Coleo may have something here, 
it can wend 
the objections which movie people 
are probably raising to it, but the 
Ad-libber is waiting for testi- 
monials. That'll be the day. 


Visitor's Delight 

Many a company has yet to 
learn that public relations begins 
at home. The latest proof comes 
from Forbes, which sent a re- 
porter—posing as a student re- 
searcher collecting data on pen- 
sion funds and incentive plans—to 
10 companies. 

The reporter got miserable 
treatment; in only three companies 
did he get what he wanted, in 


its way through | Jack Company, Waterman Steam-_| 


and finally abruptly told the re- 
| porter he didn’t want to take more 
|of his time. E. R. Squibb & Sons’ 
|employe was polite, suggested he 
|go to the comptroller’s office in 
|Brooklyn, then reversed the in- 
\formation and noted that infor- 
|mation on incentive and bonus 
|plans was not given to all com- 
|pany employes, much less to the 
|public—but would he like an an- 
|nual report? 

| On the plus side, a P. Lorillard 
iC 
"cussion to help him, explained the 
|}company’s policy cogently, sug- 
| gested other sources of informa- 
| tion; Lerner Shops had a man who 
freser half an hour discussing the 
/company’s system and discussing 
| relatea problems; RCA was “the 
| most efficient” of any of the firms 
visited, and the reporter got full 
|answers, plus pamphlets, the text 
ros the company’s retirement plan 
land an invitation to return for 


| more help. 


| 


|letters were sent to 10 corpora- 
|tions asking similar information. 
| Only one replied in more than 
two weeks, Sharpe & Dohme. Not 
|yet heard from were Long Bell 
|'Lumber Com pany, Robb-Ross 
|Company, Servel, Inc., Transue & 
Williams, Pacific Mills, Cracker 


ship Lines, Baldwin Locomotive 
Works, Schlitz Brewing Company. 

And what would you have done, 
if the reporter had come into your 
office? 


Jottings 
Meat notes: 

come Used Cars advertised auto- 

mobiles by the pound, noting they 


were cheaper than many cuts of 


meat. A ’°47 Chevrolet, for in- 
stance, sold at 82 cents a pound. 
And in New York, most of the 
computing scales in 


orices on any more... 


At Cannon Mills a department | 


ompany employe broke up a dis- | 


| In addition to personal visits, | 


in Des Moines, Lus- | 


supermar-| sales and farm data. Coverage ° 
kets aren’t wide enough to figure 


ATLANTIC 
ADVERTISING AGE, by any nationa] oondou 
advertiser or advertising agency ..t to sell 
executive writing on his business jon at the 
letterhead. Address ADVERTISING .onvention 
AcE, 100 E. Ohio St., Chicago 1}. David Sa 
TH. Radio Corp 
No. 2881. Designing Newspape oie : 
Advertising for Greater Ef made t . 
fectiveness. * ja luncheon 
‘ television \ 
A talk on preparation and de- nation’s mi 
sign of newspaper advertising iced soun 
given before Chicago admen by in on the g 
Ben Dalgin, director of art andff «prudent 
reproduction, New York Times. consider te 
has been put into this booklet, new servic 
which should be helpful toward insure th 
more effective use of newspaper against red 
—— of profits : 
No. 2882. The Fort Wayne Mar-jgyestments,’ 
wet. Mulle 
The Fort Wayne News-Sentinel ‘ 
has issued this folder containing a ee ae 
map of the city’s retail trading ogee? i 
area, tabulated market data and a * apres. 
map showing population based on ee 
purchasing power as indicated by nee ie 
monthly rentals. video is “Tr 
He sumr 
No. 2883. Questions and Answers work’s pre 
Most Frequently Asked About] ington and 
Western Industry. asserted : 
Market facts, readership, buy- ~“& a” 
ing influences, and circulation andj 8° for t 
production information about™® Ur wa 
Western Industry are included ingg®@ns to 
a new eight-page booklet issued Ve are 8 
by the publication. and sound 
“You Ci 
No. 2884. The Quickest Way tofservice to 
National Sales. same time 


Specialty Salesman Magazine said. 


sets forth the facts about direct 


selling in this booklet, lists typica Lae 
companies which sell by thig§: Noran E 
method exclusively and lists com-jgielevision 
modities which lend themselves tomcalled net 


television 
five per c 
channels 

NBC owl 


| Sales in this field. 


No. 2885. Grit Copy Testing Plan. 
How Grit’s copy testing plan 


works is explained in this folder,@ tions,” he 
which illustrates the use of testfJ future, all 
copy and lists the cost of repre-Jjingly diffic 
sentative units of space. To cone 

. mented a ft 
|No. 2886. Arizona, Land of FarHat ineqy 
Color. ups of cur 
| Market data and Arizona beautyfand live 


|are kept apart in this brochure 
|issued by the Phoenix Republic 
|and Gazette. Statistics on the Ari- 
zona market are in a_separale 
folder tucked into an envelope in 
the front of the plastic-bound 
brochure, the rest of which is de- 
| voted to magnificent color photos 


| e 
|}of Arizona scenes. 


| No. 2867. Fawcett Beauty Reader 
Forum, August; 1947. 


Skin care, cleanliness and fra- 
| grances—habits of use and brands 
/used—are reported in this Augusty 
report from the Fawcett Wom- 
| en’s Group reader forum, which 
consists of 1,679 readers who act 
jas field co-editors. 


} 


|No. 2846. 


Business Activity ™ 

the Critical Years 1939-1946. 
Dun’s Review has charted bus! 
| ness activity, using as indexes In- 
‘dustrial production, income p@y- 
|ments, retail sales, wholesale 
prices, 30 industrial stock price 


averages and current liabilities of In Cine 

commercial failures. gressiv 
, 47 

No. 2852. Toledo Blade 19M oy. | 

Market Map. . 

| The Toledo Blade’s new edition] Bet th 

of its annual market map, 1/x¢- Profita 


inches, 2 colors, visualizes the To 
ledo trading area, showing the The 
number of families by counties 7 
the Blade by towns and counties 
lis portrayed. 
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24NBC Works Hard 
fio Sell Affiliates 
ofion Television 


ArLantic City—The National 
Broadcasting Company went all 
out to sell its affiliates on televi- 
sion at the network’s first annual 
convention here. 

David Sarnoff, president of the 
Radio Corporation of America and 
chairman of the board of NBC, 
made the kickoff for this push in 
a luncheon speech. Predicting that 
television will become one of the 
de-G nation’s major industries, he ad- 
‘Sing@ yised sound broadcasters to get 
| byf§in on the ground floor. 


ape 
Ef 


and “Prudent (station) owners will | 


mes,@ consider television as an added 
klet,B new service vitally necessary to 
vard@ insure their existing business 
aper@ against reduction of audience, loss 
of profits and depreciation of in- 
vestments,” he said. 


Mullen Outlines Plans 


- Following Mr. Sarnoff, Frank E. 

ode Mullen, executive vice-president 

ap of NBC, told the station repre- 

4 ig sentatives that once equipment is 

d by installed, local programming for 
*@ video is “not expensive.” 

He summarized briefly the net- 
wersga work’s progress with its Wash- 
\bout/ ington and New York outlets, and 
asserted: 

“We are through the waiting 


Mar- 


buy- 
: and stage for television at NBC. We’re | 
Joutg om our way. There will be other 


ed in plans to announce very shortly. 
We are going to win with sight 
and sound.” 

“You can expect radio relay 
service to be ready about the 
same time you are,” Mr. Mullen 
azine Said. 
sated Lists 35% of Channels 

thi#™ Noran E. Kersta, manager of the 
com-@lelevision department at NBC, 
ves tofgcalled networks the life blood of 
television development. ‘“Thirty- 
five per cent of the 85 television 
Plan. @channels spoken for belong to 
plangjNBC owned or affiliated sta- 
older,@ tions,” he said. “However, in the 
f test@ future, allocations may be increas- 
epre-M ingly difficult to secure.” 

To conelude its case NBC pre- 
sented a top notch intercity tele- 
cast, including on-the-scene pick- 
ups of current events, films, sports 
pee and live studio programs from 
ycnure 
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WNBT, New York, over RCA’s 
new large size screen. This omni- 
bus show, said to employ the 
largest chain of microwave relays 
ever attempted, also was carried 
over WPTZ, Philco’s Philadelphia 
station. 

Newsreels covering President 
Truman’s recent visit to Rio de 
Janeiro were shown. Remote 
pickups featured animal contests 
at the Mineola State Fair on Long 


: |Company, Cincinnati, 
Island and tennis matches at For-|turer of washers, electric water 


est Hills, L. I. Best response was | heaters and electric space heaters. 


given to a variety show—from the 
New York §studio—starring a 
smash comedy team, the Hart- 
mans. 


Tepfer Appoints Amos 


C. W. Amos, formerly branch 
manager of the wholesale division 
of Jenkins Music Company, has 
been named national sales promo- 
tion manager of Tepfer Appliance 
manufac- 


; (erated Advertising Club, 
Stag Joins Dallas Paper | held at 12 noon, Sept. 24, in the 


Ruth Stag, formerly on the ad- Terrace Room of the Hotel Mor- 


vertising staff of the now defunct) rison. 


Boston Evening Transcript, has| 


joined the advertising department | 
of the Dallas Times-Herald, to 
handle a new column “Antiques 
in Dallas.” 


CFAC to Hear Knight 


John S. Knight, editor and pub- 
lisher of the Chicago Daily News, 
will be the speaker at the first 
fall meeting of the Chicago Fed- 


» ADDRESSING — ! 
Mere DURA Reale y 
THE LETTER SHOP, Inc. 


431 6. Dearborn 8t., 


Chicago 5, Illinois 
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Near Crisis at Oxford Paper Company 


by Tony Barlow 
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GRIM CHASE! THE HIGH EFFICIENCY OF 
OXFORDS RECOVERY SYSTEMS IS THREATENED WHEN 
ONE STRAY PUFF ALMOST ESCAPES THE PROCESS 
WHICH RECOVERS CHEMICALS FOR USE AGAIN 


pea at the way a business 


handles its details and you’ 


. get a good picture of its efficiency. 
Here at Oxford no detail is too 
small for attention if it contrib- 
utes to the over-all job of making 
paper better. 


For example, chemicals play an 
important part in the series of 
steps which transform wood into 
a sheet of paper. After these 
chemicals have performed their 
part in the process, the inorganic 
residue is trapped by an ingeni- 
ous recovery system which makes 
a substantial proportion of these 


chemicals available for use again, © 


Even an item like this must be 
considered in the careful plan- 
ing that enables Oxford to 
turn out better than 1,000 
miles of quality paper every 
day. 


For the making of quality 
paper is not one thing, but 
many. Kach element—good lo- 


‘ation, plentiful reserves, fine 
craftsmanship and thorough 


planning—adds up to satisfac- 
tion for users of Oxford 
papers. 


On your next printing job, 
specify Oxford papers for 
complete satisfaction. Sold by 
reliable merchants coast to 
coast. 


Included in Oxford’s line of quality printing and label papers 
are: Polar Superfine Enamel, Maineflex Enamel Offset, 
Maineflex C1S Litho, Mainefold Enamel, White Seal 
Enamel, Engravatone Coated, Carfax English Finish, 
Super and Antique, Aquaset Offset and Duplex Label 


OXFORD PAPER COMPANY 


230 PARK AVENUE, NEW YORK 17. N.\¥. 


MILLS at Rumford, Maine 
and West Carrollton, Ohio 


WESTERN SALES OFFICE 
35 East Wacker Drive. Chicage 1. I. 


DISTRIBUTORS 
in 48 Key Cities 
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Sharp & Dohme Elects 


John S. Zinsser has been elected | 
chairman of the board of Sharp & | 
Dohme, Philadelphia, and William | 
L. Dempsey has been elected 
president, succeeding Mr. Zinsser. 
Dr. William A. Feirer has been | 
appointed executive vice-presi- 
dent, succeeding Mr. Dempsey. 
Dr. Feirer, formerly vice-president 
in charge of medical research, has 
also been elected a director of the 
company. 


Mirrolike Names Agency 

The New York office of Bris- 
acher, Van Norden & Staff has 
been appointed to direct the ad- 
vertising of Mirrolike Mfg. Com- 
pany, floor wax and furniture 
polish. 


FR fE Increase reader- 


ship of your ads 
with LIF B-like EYE* 
CATCHER photos. Used 
by biggest advertisers. 
Nothing like them any- 
where. 100 new subjects 
monthly. Mat or Glossy 
Print plan at low cost. 
Write for new FRED 
proofs No. 108. No obliga- 
tions. BYE*CATCHERS, 
10 EB. 38 St., N. ¥. C. 16, 


Sunday Paper 
Reappears in 


Springtield 


SPRINGFIELD, Mass. — Residents 
of this community had a chance 
to look over a locally-printed Sun- 
day newspaper for the first time 
in almost a.year when the Sunday 
Republican hit the streets Sept. 14. 

The Republican, apparently re- 
placing the old Union and Re- 
publican, was published by the 
management of the morning 
Springfield Union and the evening 
Springfield News, marking the end 
of another phase in the year-old 
strike of three AFL craft unions 
and the ClIO-affiliated American 
Newspaper Guild. The unions 
struck against the four dailies and 
one Sunday paper joinfly owned 
by the management represented 
by Sherman H. Bowles. 

The revived Sunday paper car- 
ried a six-page roto section, eight 
pages of comics and classified ad- 
vertising. No display-advertising 


appeared in the first issue, which 
/had a press run of 65,000. 
| The four unions struck at the 
| newspapers on Sept. 26, 1946, and 
|the ensuing conflict left the city | 
| without a paper for 144 days. On|} 
Feb. 17 the management resumed | 
|publication of the News, despite | 
frequent picket line clashes, and | 
the Union followed shortly there- | 
after. Still not in publication are | 
the evening Union and the morn- | 
ing Republican. 
° 
Appoints Long Agency | 
United Sound & Signal Com-| 
pany, Columbia, Pa., manufacturer 
of outdoor electric signs, has 
placed its national advertising 
with W. H. Long Company, York, 
Pa. A _ specialized campaign on 


plant identification signs, using 
business and trade media, is 
planned. 


Yeager Names Clark 

O. L. Clark, formerly retail ad- 
vertising manager of Spiegel 
Stores, has been appointed pub- 
licity director of the Yeager Com- 
pany department store, Akron. 


FOR SALES EXECUTIVES | 


Here is a new sales control... 
- +. a modern market-operating pattern... 


It’s **Sales Operating in the Northern 
California Market’? — the first study of 
its kind for the wealthy area it covers... 


It’s another example of The San Francisco 
Examiner’s pace-setting enterprise . . . another 


example of why this newspaper is NEWSPAPER 
NUMBER ONE and has been for over 60 years. 


Ask the Hearst Advertising Service .. . 
offices in principal cities. 


Pe | 


THE SAN FRANCISCO EXAMINER 


FOR 60 YEARS NEWSPAPER NUMBER ONE | 
IN NORTHERN CALIFORNIA 
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from Panama City, where he made an on-the-ground advertising 
study for Royal Crown Bottling Co. of Panama de S. A. While there. 
he was interviewed by The Nation, leading Spanish-English news- 
paper, and made the front page... 

The housing problem was solved for recently-married Tom Swaf- 
ford, production mgr. of Station KGW, when he bought a houseboat 
on the Willamette River from Bud Lynch, of the Showalter Lynch 
ad agency. .. Roger L. Wensley, pres. of G. M. Basford Co., New 
York and Cleveland agency, has returned from a six-weeks Euro- 
pean trip. .. And Leigh Danenberg, publisher of the Herald, Bridge- 
port, Conn., is now over there. .. 


a 


ORGANIZERS—M. J. Roche, ad manager of Lever Bros. and radio chairman 
for the Community Chests of America, called a luncheon meeting in New York 
to get the broadcasting phase of the 1947 drive under way. Among committee 
members present were (left to right): Bent Taylor, director of public relations 
for the Community Chests; A. E. Foster, Lever Bros. radio director; Eloise 
Walton, radio director for Community Chests; Mr. Roche; Charles Ayres, Ruth- 
rauff & Ryan; Linnea Nelson, J. Walter Thompson Co., and Philip Cohen, 
Sullivan, Stauffer, Colwell & Bayles. 


At a luncheon sponsored by the Cleveland Adclub for Ohio’s 97th 
General Assembly reunion, Chester W. Ruth, ad mgr. of Republic 
Steel and adclub pres.,; was toastmaster. . . Harry Rolnick, pres. 
of the Resistol Hat Co., Garland, Tex., who selected some “best 
hatted men of the year,” included Amon Carter, publisher of the 
Fort Worth Star-Telegram, because he “wears a Texas style hat so 
well that he is a constant symbol of the western flavor of his Lone 
Star State.” .. 

Lester Krugman, assistant ad mgr. of Decca Records, New York, 
will conduct the retail advertising and advertising laboratory 
courses in the evening and extension division of Hunter College... , 

Because of illness, Herbert Marcus, president of the store and 
co-founder, was unable to attend the anniversary exposition of 
Dallas’ famed specialty store, Neiman-Marcus Co., on its 40th 
birthday. But he listened to the ceremonies at home, over a spe- 
cial telephone hookup from the store... 


pe 


WIN SOFTBALL TROPHY—Ruthrauff & Ryan's softball team, winners of the 

Agency Softball League in New York, are, left to right, bottom row: Manager 

Tom Peace, James Sheehan, William Hooper, Owen Carroll, J. Paragine ané 

J. Bacharach. Standing: Gene Sweeney, N. Busi, Tom Lacey, John Wilson, 

John Forgrieve, Neil Vill and B. Rasmussen. The team was given a trophy by 
Sport magazine at a special luncheon. 


William C. Stannard of J. Walter Thompson Co., Montreal, wa: 
guest of honor at a reception in Vancouver, B. C., his old home, 
Aug. 21, tendered by a group of former ad associates. . . ae 

Addison Lewis, Minneapolis agency head, is about half finisnec 
on the writing of a philosophical novel tentatively titled “S° 
What?” It aims to point up some of the more common foibles © 
the so-called human race... 

Harry Ackerman, Y&R’s v.p. in chg. of radio production, will ¢ 
chairman for radio activities of the NYU-Bellevue Medical Cent 
Fund... W. O. “Bill” Doty, asst. advertising sales manager © 
American Magazine, listened closely to “Break the Bank” the othe! 
night when ‘+hhis daughter and son-in-law won $2,200... 

M. A. Williamson, McGraw-Hill v.p., will be chairman of th 
business press division of the Travelers Aid Society of New York> 
42nd annual appeal. Richard Staunton, v.p. of Nat’l Advertisiné 
Art Center, heads the visual arts section, and Irwin Robinson 
president of Robinson Associates, the public relations section. . - 

Les Johnson, gen’] mgr. of WHBF, Rock Island, IIl., had ‘ 
handsome set of matched luggage to take to the NAB convent? 
—a gift from broadcasters of the 9th NAB district. . . Homer Grif- 
fith, radio station rep. and one of the West’s radio pioneers, Ww" 
has attended every NAB convention so far, missed this one—©” 
doctor’s orders. . 
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Philadelphia Daily Newspapers. Six days only (exclusive of Sunday) 


LINES IN HUNDRED-THOUSANDS 


ARE 

You 
SEARCHING 
FOR SALES 
WITH 
OUT-OF-DATE 


**FIGURES ?’’ 


Be sure you have today’s 

facts and figures on Philadelphia — 
America’s 3rd market! 

Gig 


tiki 


Let your eyes feast on the /atest facts and figures in 


Philadelphia and your next schedule will feature 

Tue Inquirer. For THe INQuirer paces the field in 
America’s 3rd market... has shown circulation gains far 
ahead of ALL OTHER PAPERS .. . today is out front 

in national and total advertising linage. Reason? 
Philadelphia’s loyalty to THe INQuiRER has made it 

FIRST IN PRODUCTIVITY! 


TOTAL NATIONAL ADVERTISING 


2,077,059 


2ND PAPER 


20 
1,952,761 


1,972,557 
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1,385,768 
13 


DAILY 6 DAYS 
SOURCE MEDIA RECORDS 


1 7 MONTHS 
1937 


1" 7 MONTHS 


ITS 


Che Philadelphia ¥ nguirer 


14TH CONSECUTIVE 


YEAR OF TOTAL ADVERTISING LEADERSHIP IN 


PHILADELPHIA 
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Presents the Most 
Responsive Audience of 
Men Available Today... 
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MOST of the important 


men in America are sports- 


men...and more of them 
read SPORTS AFIELD 
than any other sportsmen’s 


magazine. 


*A sportsman with an appreciation of the finer 
things of life—and the leisure and means to 
enjoy them. 

For instance, a recent survey shows that 
Spend-o-crats travel 36% farther—one of the 
reasons why every plane in Eastern's Great 
Silver Fleet carries a current issue of SPORTS 
AFIELD Magazine. 
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Take a Tip 
from the Farm Machinery Industry 


The big 64-page September 13th issue of the “New England Home- 
stead” carried 21,000 lines of commercial advertising. Of this, 9,500 
lines—nearly one-half of the total advertising space—were taken by 
manufacturers, wholesalers and dealers of farm machinery. 


The makers and merchandisers of equipment for the 
farm trade know that the most direct route to the 
farm market is through the reliable local farm paper. 
And they know that more than 135,000 farmers in the 
Northeast read and study with confidence the pages 
of the “Homestead.” 
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Advertising Age, September 22, 194 


® Federal Committee on Education. 
Advertisers Asked Its coordinator is Mrs. Mable 
Matthews, educational director of 

Tampax, Inc., and Jean Flinner 


by Council fo Aid oe 
Teacher Crisis 


pared by Benton & Bowles, and 
will be distributed through the 

Plans Book Prepared; 

to Stress Business’ 


usual channels of the Association 
of National Advertisers, the Amer- 

Stake in Education 

New YorK—Some 250 leading 


ican Association of Advertising 
Agencies and the National Pub- 
lishers Association. 
industrialists and advertising di- 
rectors gathered last Thursday at|tion and chairman of the council, 
the Waldorf-Astoria and heard/said in announcing the drive that 
the Advertising Council sketch} business recognized its responsi- 
plans for its crisis-in-education | bilities for community welfare 
campaign. The potential sponsors | and “business feels public service 
were asked to support the drive, | advertising is the soundest possible 
and reminded of their stake in| public relations.” 
education. The campaign guide repeats the 
The campaign is a joint opera-| bleak facts of the teacher short- 
tion of the council, the U. S.|age: That more than 40% of the 
Office of Education, Office of Gov-| teachers have fled the profession 


Mortimer Announces Drive 


Charles G. Mortimer, vice-presi- 
dent of General Foods Corpora- 


ernment Reports and the Citizens|since 1941, that 109,000 teachers 


ere’s no magic 


It takes only a single cigarette lighter to do the 
job of a whole boxful of matches. And it’s that 
way, too, if you plan to light a fire under sales of 
a home product. Just one ardent homemaker 
makes a better-paying advertising audience than 
any number of stenographers, glamour girls, or 
steady diners-out. 

That’s why you see the big names among 
home products—food and furnishings, paints 
and plumbing—month after month in The 
American Home. Here, every reader is a home 
product buyer. For here every family you talk 
to has this distinguishing characteristic—a con- 
suming interest in the home! 


So, naturally, your home-product advertising 


FOR HOMEMAKERS ONLY... 


in mere numbers! 


in American Home reaches readers when they’re 
in a home-thinking, home-fixing, home-buying 
mood. Whether it’s slip covers or storm sash, 
family meals or child care, they’re after new 
ideas. They’re planning to make home a better, 
more comfortable, more attractive place to live. 
So every page is read with excitement. And with 
that excitement pointed in your direction, it 
becomes an incitement to buy your product. 

Because it brings your story to 2,500,000 
active, responsive, ready-to-buy homemaking 
readers—and charges you for nobody else— 
American Home means reader magic for any 
home product. 


How soon can it start selling for you? 


are “substandard” and are usjy 
emergency permits, that there ay 
70,000 vacant positions, that 2. 
000,000 school-age children ywjj 
not attend school this year, } 
cites the contributing factors gy 
low wages, long hours, lack 9 
privacy, bad morale. 


Four Steps Urged 


The remedies suggested are: 
(1) Raise and maintain throug) 
promotion the personal and pro. 
fession prestige of the teacher by 
stressing her importance; (2) 
identify the advertiser’s busi. 
ness with the slogan “Our teacher; 
mold our nation’s future”; (3) 
back and participate, through ad- 
vertising, in “local, state and na- 
tional efforts to better the condj- 
tion of our schools and to improve 
the teachers’ economic and social 
situation”; (4) establish teachers’ 
scholarships and other incentive 
to fill the demand for more teach. 
ers. 

How the council expects to do 
it is evidenced by a 30-second 
hitchhike: “Classrooms over. 
crowded . .. schools understaffed! 
Is that the story in your com- 
munity? Are your children get- 
ting the kind of education they 
deserve and need? If they aren't, 
there are ways you can help. Our 
teachers are doing a tremendous 
job, they need your interest and 
support. So back up organizations 
seeking to keep local educational 
standards up to par! Get to know 
your children’s teachers! The 
teacher molds our nation’s fu- 
ture!” 

A typical publication copy ex- 
cerpt reads: “First, check up on 
educational conditions in your 
local schools. Second, back up 
and work with organizations seek- 
ing to improve teachers’ working 
and living conditions. The joint 
effort of responsible parents and 
forward-looking citizens can and 
must save this situation before it 
is too late—for the sake of our 
children and our country.” 


CLARK LAUDS COUNCIL 
FOR BOND PROGRAM 

New YorK—Vernon L. Clark, 
assistant to the Secretary of the 
Treasury, told council directors at 
a recent meeting here that ad- 
vertising has been effective in sell- 
ing U. S. savings bonds. 

Of the 1946 dollars available for 
savings, he showed, only 7 cents 
went into bonds, while during the 
first six months of 1947, 17 cents 
went into bonds. Advertising sup- 
port of the council’s bond cam- 
paign, through all media, he 
added, is greater than last yeal. 

The magazine medium’s part of 
it, in which 1,160 publications do- 
nate a page a month, was said 10 
be the largest magazine campaig” 
in history. 


GM Appoints Coopat 

Edward T. Coopat has been ap- 
pointed sales manager of pack- 
aging equipment for General Mil 
mechanical division, Minneapolis 
He was formerly western sales 
manager in Chicago for Cham 
plain Company, Bloomfield, N. J: 
manufacturer of printing and fab- 
ricating equipment. 


because it PAYS! 
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ADVERTISING DIRECTORY 


11 W. 42nd ST., NEW YORK 18, N.Y. 
Tel. PEnnsylvania 6-1100 


Ask for Bill Rosen 


seventeen magazine * 


the young girl’s service magazine 


470 ADVERTISERS © 
IN THREE YEARS 


@ HERE’S A PARTIAL i 


Abraham & Straus mien. 5 N.Y..TRiangle 5-7200 
Accestocraft Prod. N. . MUrray Hill 3-6959 
Admiracion Lab., = * P 
Harrison, N. J. HArrison 6-6200 
Alden, Evelyn Fashions N.Y¥.C..Wisensn 7-7200 
Algene Sportswear N.Y.C...... LOngacre 5-3430 
Allen, 3. P. & Co. Atlanta, Ga...CHerokee 0570 
Allied Plastics Co. N.Y.C.. MUrray Hill 3-6211 
Allied Stores Corp. N.Y.C....CHickering 4-0700 
Alpha Craft Inc. N.Y.C....MUrray Hill 4-272) 
Altman, B. & Co. N.Y.C...MUrray Hill 9-7000 
American Dairy Assoc. Chicago, Ill...STate 4918 
American Debuteen Inc. N.Y.C..CHekrng 4-0630 
American Girl Shoe Co. Bostn, Mass. Librty 2030 
Amer. Home Foods, Inc. N.Y.C.MUr Hill 3-2300 
American Lady Corset Co. N.Y.C,.Wisesn 7-6730 
mer. Optical Co. 
Southbridge, Wave. SOuthbridge 90 
American “Thread Co. N.Y.C.....WAlker 5-1000 
Anderson, C. & Co. Boise, Tdaho. . BOise 876 
Antell, Besta Boston, Mass...COmmonwith 6527 
Apex Produets Corp. N.Y.C aa 4-2708 
Aquatogs New York, N.Y......... te 5-7500 
Aralac, Ine. New York, N.Y. iver Hil 6-6100 
Arden, Elizabeth New York, N.Y..PLaza 3-3410 
Ariace Shoe Salon Boston, Mass. . “HAncock 5531 
Arlington Mills New York, N.Y..LExngtn 2-7420 


Arnoidé Constable & Co. N.Y.C..CAldonia 5-2300° 


Artflex Fashions N.Y.C..... MUrray Hill 3-8345 
Artistic Foundations, Inc. N.Y.C, CAled 5-4800 
Artra Cosmetics inc. 
Bloomfield, N.J. BLoomfield 2-4676 
Associated Distrib. Inc. N.Y.C....Clrele 6-5060 
5 Day Under Arm Pads Circle 6-506 
Chen Yu Products Circle 6-509 
Tattoo Lipstick 
Associated Merch. Corp. N.Y.C 
Audrey Juniors, Inc. N.Y.C. 
Auerbach’s Sait Lake City, Utah 


Aven Shoe Co. N.Y.C 
SR ere 
Ayer, Harriet Hubbard N.Y.C.. 
Ayers, L.S. & 
Baar & Beards, Ine. 
Babs Junior N.Y:C 


Baker, Dorothy Sprtswr. N.Y.C. VAndrbit 6-0238 
Baker, Jack Sprtswr. N.Y.C...ALgonquin 4-5442 


Bali Brassiere Co. N.Y.C. 

Bamberger L. & Co. Lanta 
Bancroft, Joseph & Sons N 
Banner Sportswear N. 
Barbara Coat Co. N.Y.( 
Barberry Fashions Inc. N.Y.C..LOngacre 5-0744 


N.J. MArket 2-1212 
nee c...WOrth 2-573! 


Barmon Bros. Co., Inc. N.Y.C...LAkwna 4-5449 
Barnes, Betty N.Y.C...... PEnnsylvania 6-9472 
Bates Fabrics, Inc. N.Y¥.C...0¢ COrtlandt 7-4000 


Bathasweet, Ine. N.Y.C..:...... 
Bauer & Biack, Ine. Cheese, Ill.. 
Bear-Brand Yarn Co., Inc. N.Y.C.. G 
Beaunit Mills, Ine. N. iG. .PEnnsylvania 6-650 
Becker Cloak Corp. N.Y.C....PEnnsivna 6-011 
Beech-Nut Packing Co. 

“arepherie Canajoharie 3-325 


Belle Frocks tne. Y.C...PEnnsylvania 6-4840 
Belt-Modes Inc. } ¢. 


Ben-Hur Products N.Y.C 


Ber pl ee eee. BRyant 9-481 1 


Borkeley Juniors Ine. N.Y.C. ‘Gilickering 4-7792 


Berkshire Knitting Mills 


nF. C. PEnnsylvania 6-3630 
Berkshire-Cerey Ine. N.Y.C...LExington 2-3407 
Bermuda Knitwear Corp. N.Y. C. Wiseon 7-3405 
Bernat, Emil & Son Co., N.Y.C. LExngtn 2-2888 
Best & Co. New York, N. Y... Wisconsin 7-5 v4 


Best Foods Inc. N.Y.C..... MUrray Hill 4-1 
Betmar Hats Ine. N. + Cckas CHieke 


Blanche, Ann Classies N. Y AC... .CHelsea 5-564! 
Blaurer’ ‘ent ee Penn.... WAlnut 2-6000 


peeeged PEoria 8101 
Block, Wm. H. & Ge. Indianapis, Ind. Riley 8421 
Bloomingdale’ pp sh arene VOlunteer 5-5900 


Blue Ridge Mfg. Co. NY C...CAledonia 6-1120 
rrr PEnnypacker 5500 

Blumenthal B. & Co. Inc. N. bs C. Wiscon 7-5700 
Bombi Perfumes, Ine N.Y.C...WIisconsin 7-3532 
Bond, Judy New rom, N. Y... Wisconsin 7-5332 
iedeww Kes * Wisconsin 7-7994 

. Ritnhse 6-7300 

Boreva Sportswear Chicago, ll. .RAndolph 4622 
Borgenicht Brothers, inc. N.Y. C. LAcka 4-7787 
Boston Junior Deb. Co, N_Y.C.. LOngacre 5-1768 


Blum Store Phila., Pa. 


Bonne, Jean N.Y.( 
Bonwit Teller Philadelphia, Pa 


Boston Juvenile Sportswear Inc. 


Jamaica Plain, Mass, Liberty 2183 

Boston Store Milwaukee, Wis.....MArquet 5070 
Botany Worsted Mills N.Y.C. PEnnsylinia 6-7100 
PEnnsylvania 6-7100 
PEnnsylvania 6-7100 

Labs onge Wisconsin 7-3956 


pndvéw ce W Isconsin 7-8170 
Bowman Gum Ine. N.Y.C.....LExington 2-0990 


Boyd, Barbara Co. Dallas, Texas. . Riverside 5875 
.PEnnsylvania 6-8118 
eer LOngacre 5-3438 


Cosmetics Division 

Fabrics Division 
Bourbouse Shoe N.Y.C 
Bourjois, Ince, N.Y.C 


Braeton Juniors N.Y.C.. 
Brand & Puritz N.Y.C 


Braunstein's W ne Del.. Wilmington 7113 

Brewster Hat Co. N Y.¢ “...MUrray Hill 5-8275 

Bristol Myers N.Y. c CeaesaeeaneEn Circle 7-6970 
loana Circle 7-6970 
Mum 


Broadway Dept. Store L.A., Calif...MUtual 9371 


Brockton Junior Classics N.Y.C. LOngacre 3-1147 
bapens TUlsa 2-710! 
; .CHelsea 3-7190 
Brown, Victor Undies Co. N.Y.C. MU Hill 6-6747 
Gelaaeleen Circle 5-7755 
vada ....Clrele 5-7700 
sere M Urray Hill 4-1533 
ceenbe LAckawanna 4-2867 


Brown-Dunkin Tulsa, Okla 
Brown Shoe Co. N.Y. 


Bruncr- Ritter Inc. N.Y. 
Bulova N.Y.C 

Bunte Brothers N.Y .( 
Buntley Frocks N.Y. 


Burdine’s Miami, Fla....... Miami 3-114! 
Burmel Handkerchief Co. N.Y.C. AShland 4-1073 
Buxton Inc. NY CHickering 4-6484 
California Fabrice Co. i.. Angeles, Cal. TRin 2536 
California Shoes Ltd. I. Ar eels , Cal. CAptl 6101 
Caltex Sportswear Co. L. A: Cal. DRext 3227 
Cambridge Rubber Co. Cum, = Trbrdg. 1010 
Campana Sales Co. N.Y‘ LExington 2-8066 

Old South Perfumes Div. LExington 2-8066 

Solitair Division LExinaton 2-8066 
Campus Sales Co. Milwaukee, Wis Bdway 2465 
Cantor Greenspan Co. N.Y .«' LAckawanna 4-2020 
Cantor, Nat Formals N.Y.«.. LAckawanna 4-5830 
Capitol Records tne. N. Y.« PLaza 3-1980 
Carla Shoe Co. Lawre M LAwrence 3-3124 


Carlisle Shoe Co. N 

Carmo Shoe Mfg. _ N sakes eon 6-9022 

Caro! Hats-Chicago, I 

Carolina Foundations N.Y.C.. wu Hill 5-0423 Form-Fit Co. N.Y.C........ és00ed ‘CAnal 6-657! 

Carson, Pirie, Scott & Co. Chi., * STate 2000 Formaid Co. Boston, Mass..... .... Liberty 9319 
a 


Columbia Walescraft, Ltd. 
Conklin Pen Co. Chicago, 
Conti Products Corp. Bklyn, N.Y. ‘T Riangle 5-4303 

4 6 eee Wisconsin 7-1329 
Cortell Shoe i: ee W Isconsin 7-0853 
Cosmetic 6x8 

i 2 ee COlumbus 5-5100 
Craddock- ‘Terry Shoe Co. 


i Urray Hill 4-6980 


.Wisconsin 7-0738 
Scand . CHickerig 4-0842 


heed MUrray Hill 5-3909 
Rape 4-2988 
at SY L. L. Buffalo, N.Y .. CLeveland 4200 


on-Paxon Co. Pro tdog Ga....WAlnut 7612 
Daytimer Shoe Co. 
North Adams, Mass. North Adams 66 
Debuteen Coats, Inc. N. ‘J C.. .CHickering 4-4198 
Deering- Milliken * > N.Y.C. LOngacre 5-5910 Grey-Roth Frocks, ae KR... Wésnaete 7-3644 


Groves Shoe Co. N.Y.C........ Wisconsin 7-1965 
Dennison Mig. oy 


Farmington. Mass., Farmington 3511 Gutman Carl & Co. N. Y_C....Wiseonsin 7-0733 
Derby Sportswear, Ine. N.Y... vee 7-4520 Hadley Junior tnc. 
Dermetics, Ine. N.Y.C 
Desco Shoe Corp. N. ¥ 2 6sees Wiseonsie 7-5296 
yal N.Y.C. CHickering 4-0970 


ring 4- 8337 
Better Vision oes tae pe Clirele 7-6027 


" San prea. Calif. UNderhill 1538 


~ Sinviapotis, Minn. MAin 5052 
Donnyprook Coat & a by 0. 


Eastland Shoes Inc 


Eaton Paper Corp. N. 

Eddy Form Brassiere |! 

Edgewood pave 7 
ashy 


Phila. Penna. _MAyfair 4-0520 
Emporium, The ‘San Francisco, Cal. EXbrook 6800 
eS 7 RH lander 4-0300 
Everfast Fabrics Inc. Py : > 
Everitt Hat Co. N. 
Ex-Lax Brooklyn, 


Cirele 7-6970 


Farah, N. & Sons, 


“Des Moine s, Ia. DEs Moines 4-0137 Hub, The Baltimore, Md 

Inc. N.Y.C....ALgonquin 4-5956 Hub Hosiery Mills, Inc. N.Y.C. MU Hill 5-717 
, Frank H Corp. hila., Pa..FRemont 0270 WHudnut, Richard N.Y.C......... WAtkins 9-2300 
Fleisher’s Knitting Yarns N.Y. CAnal 6-6700 Du Barry Cosmetic Division WAtkins 9-2300 


acare ke Wisconsin 7-6782 Foot Delight Shoes om, 


Y¥.C. SUsquehanna 7-5765 
PRP PRE: Andolf 2328 Forest City te A Be Louis Mo. .CEntral 3460 


Cu. cccnceceesClrele 7-3118 Fougera, E. & Co. N.Y.C.......WAlker 5-5770 
Circle 7-3118 Fowler, Dick & Walker 


Circle 7-3118 Wilkes-Barre, Penna. W-B 3-414! 


tne. N.Y.C...... MUrray Hill 5-4356. Frank & Seder Pittsburgh, Pa..... ATiantic 2100 
Catalina Cosmetics Co. L.A.. Calif... bist 1-1050 French, R. T. Co. Rochester, N.Y. .Culver 0092 
Cathy-Lee 7.4 yw N.Y.C. CHickrng 4-3952 Frost Bros. San Antonio, Texas....FAnnin 7131 


rely LExington 2-6275 Funk & Wagnalls Co. N.Y.C. .LExington 2-7850 


Colanese Corp. of y EEE N.Y.C....WIs 7-5762 Furchgott’s Jacksonville, Fla...JAcksonville 5700 
Century Sportswear Boston, Mass... Liberty 5821 Furst, Jules, ine. N.Y. ts we -CHickering 4-5766 
Chandler & Co. Boston, Mass..... HAncock 7500 Gaby Ine. Eptiedeiehie, Pa....F Reemont 7-7200 


° 3 Ser Circle 5-6923 Gage Bros. & Co. N.Y.C....... Wisconsin 7-1055 
Charles of the Ritz N 


Charma Brassiere Co. x ¥ e. Sthicherina 2-7233 
Chevette Foundations N. Y, c....MU Hill 4-3286 Garden Foundations N.Y.€..... ORchard 4-12316 


errr ET PLaza 3-5000 Gale-Rosenbaum Co. St. Louis, Mo..CEntri 9440 
Gantner & Mattern Co. N.Y-C. Wisconsin 7-0987 


Clarice Froeks, Inc. N.Y.C..... “LOngacre 5-5251 Garland Knitting Mills N.Y.C, Wisconsin 7-4410 
Clark Bros. Chewing dase Inc. Garland’s Shoes Inc. Chicago, Ill... KEdzie 2262 
Pittsburgh, Penna. FAirfax 8986 Gartner & Bender N.Y.C......... PLaza 8-1083 

Clark-Milliner Sales Co. Chi., Ill..SUperior 7726 Gaylord Products Inc. Chicago, Il]. CAlumet 6460 
bbl ke A LOngacre 5-1368 Gaynes, Inc. N.Y.C.......... CHickering 4-6262 

‘ ..ELdorado 5-5475 Geiger, Louis Inc. N.Y. . ieeaas W Isconsin 7-1975 

’ .C. GRamercy 5-7300 Geist, Jack & Co. N.Y.C. . LAckawanna 4-6227 

Geller, B. & Sons N.Y.C.. *) LAckawanna 4-2540 


rk. Little Rock 3-2551 Genl. Handkerchief Corp. N.Y.C. MU Hill 4-5228 
.PEnnsylvania 6-8800 Gencral Mills, Inc. Mpls., Minn. ATlantic 1144 
......HUbbard 4734 Gerlou N.Y.C........--.006. VAnderbilt 6-5460 

‘Cal. Olmpia 2971 Gidding, L. & Co. N.Y.C..... MEdallion 3-0084 
LAckawanna 4-0177. Gilehrist Co. Boston, Mass......... Liberty 9700 


erry Gimbel’s Milwaukee, Wis¢...........DAly 7000 

Columbia Recording Corp.@. .. Circle 5-7300 New Work City... 20.00. PEnnsylvania 6-5100 
Wy. Philadelphia, Pa... ccccsceces WAlnut 2-3300 

lll.....DElaware 8313 PitssOeral, PS... << cece ceccc ®eos ATlantic 4400 


Gladding’s Providence, R. I........ Gaspee 2080 
Glamour Knit Sweaters 

N.Y LAckawanna 4-7730 
Glasgow Sprtswr. A N. rs %. Rib ys 6-1073 
Glemby Co. Ine. N.Y.C.... ° ae 9-7600 
Glengarry Sprtswr, Inc. N.Y.C..LAckwna 4-3034 


N .MUrray Hill 3-6335 


ee Va. LYnchburg 5300 Gtensaer Textile Co. N.Y.C. :.. CAledonia 5-3750 
Thomas Y. N.Y.C. MUrray Hill 5-2992 Glenwear, Ltd. N.Y.C...... “MUrray Hill 3-1365 
yn Soap ’ n Water eon, Aa ; 


Gleitsman, Chopp & went 


yCHickering 4-6116 
Glover, H ms, da Le c ee Wisconsin 7-1877 


Isconsin 7-7854 


Feceos WaAlker 5-1300 


.BLackstone (171 


“WHitehall 6140 Gotham Hosiery Co., Ine. N. Y.C.CAledonia 5-8202 


sion, Dalene "Palmolive Peet Gourielli, House “ £32 epee PLaza 3-1200 
Mersey C ity, N. J. BErgen 4-1300 Green, Daniel Felt Slipper Co 


Y.C. LAckawanna 4-0788 Greenberg-Fisch Hat we 


N.Y.C, LAckawanna 4-0617 
Greenberg, Louis & Bros. 


LAckeweans 4-3592 
Gregg Co., Ine. ‘athentio Cc cen . J..A-C 4-9034 


Mh ceesendeae BRyant 9-3649 
Gudes’ Shoes Los Angeles, Calif... .TRinity 0171 


ee0ee 22+ --Clrele 6-3421 


nnypacker 5-6700 


xington 2-1873 Hanes Hosiery 
.SChenly 1365 Winston-s 
; Mv Enisn 3-8164 
eke tesebeas L@kington 2-9500 


‘ LAckawanna 4- 303@ 


Rete : at Co. WEBincton, D.C....... National 5100 


Inc. 


is , w 
woes ee eA ¢ Hosiery. Mills 


r Majesty gaye >: Co. 


shvillé 4- “$ 2 i “te 6-6944 

Sry E L ; » NN. . LExington 2-7371 

; Y.C.....UA G Mich...GRand Rapids 9-5119 
Elgin National Waich Co. N.Y.C..Cirele 6-1970 i@iri Swoeters. N.Y.C.. . Wisconsin 7-8876 


o Juniors Inc. N.Y. ese LOngacre 5-7000 


McLean & Haskins 
Binghamton, N. Y...Binghamton 4-132! 


C. MUrray Hill 4-0863 Hoffman California Woolens 


 cpache Caen eee STate 2500 Los Angeles, Calif...TUkr 4223 

Fairway Sportswear ~, Holeproof Hosiery Co. N.Y.C....PEnnsyl 6-6656 
PEnnsylvania 6-6613 Holiday Casuals N.Y.C....... ALgonquin 4-0277 

Famous-Barr Co. St. gn Mo...GArfield 8840 Holly, Jane Inc. N.Y.C...... LAckawanna 4.4478 


ERIS PR W Isconsin 7-8306 Home Products Co. 


N.Y.C...... Wisconsin 7-3955 High ee N. C...SAratoga 1393 

, Ltd. N.Y.C.......MUrray Hill 7-6798 Honee Shoe Co. N.Y.C......... Endicott 2-7800 

Fenwick Fashions St. Louis, Mo CHestnt 4815 Hood Rubber W Bd Sing Mass... Watertown 600 

Field, Marshall & Co. Chicago, lll...STate 1000 Horne, Joseph littsburgh, Penna... ..COurt 3000 

Sons Co. Boston, Mass. HAncock 3800 Horowitz & Duberman N.Y... _LOngacre 4 7440 

Pieba Faeries N.Y.C...5.5+<<- .REctor 2-8566 Houbigant Sales Corp. N.Y.C..... Circle 6-515! 

Fisher row H. & Co.N.Y.C ALgonquin 4-4295 Translucid Circle 6-5151 
Co. 


Cheramy Circle 6-515! 


g apa Hill 3-4620 Hudson J. L. Co., The 


Flint & Kent Buffalo, N.Y......CLeveland 5060 Detroit, Bie. .CHerry 5100 


ear eee DEarborn 0468 Huffman Full Fashioned Mills, In 
. RY.C. ....PLaza 8-2080 “aShiand 4-3033 
, Houston, Texas.....PRestn 1141 Hyde Athletic Shoe Co. N ..COrtland 7-0655 


lbling of Cal. Los Angeles, Cal.... 
industrial ren ees 


tne. NYC 
International Cellucotten Corp. 


Y.C. CAledoni 
Kleenex Division mt 4 


Kurb Tablets Division 
Quest Deodorant ven 
. Footwear Co. N.Y.C.. 
eee: OO. N.S Coc ascs “Wisconsin ?- 1632 
inet: Shoe Co. St. Louis, 
tnt’l. Silverware Co. N.Y oi 
Holmes & Edwards Div. 
Irresistible, Inc. iy Y. Cc 
S 2 WAdsworth 7. 1804 
Jantzen Knitting Mills Portland, Ore. —_ ates 
Jan Lotion Division 
Jase Products Co. N.Y.C 
Jay Day Dress Co. N.Y.C....LAckawanna 4.0570 
Jean-Marie Sweaters N.Y.C. LAckawanna 4-8787 
Jelieff’s Washington, D. C 
Johanson Bros. Co. St. Louis..... HEmlock 2024 
John Fredericks hg types N.Y.C. PLaza 3-i619 


CAledonia 5. 8888 


- VAnderbilt 6.5410 
VAnderbilt 6- “5410 


Eas 
C....MUrray Hill 4 hse 


Kansas City, Mo... 
Jordan Marsh Boston, Mass........ HA 
M. & Co. Inc. N.Y.C. MU Hill 5-0673 
Jordan-Williams Co. N.Y.C... 
Jordeau, Jean Inc. 
South Orange, N. J.. 
Josie Lingerie Inc. N.Y.¢ 
Bros. Co. San ‘Astoaie, 


.SOuth Orange 2-2000 


Kabo Corset Co. ¥ ¥ © 
Karzmar, Kay Casuais, 


n'y , 
Katzenberg & Rivkin N.Y.C. 


LAckawanna 4.8151 
Kaufman a Co, 


Enneyivania 6- 3700 


a 4 - ieee 2- “S139 


coy te. plinneapolis, Minn... MAin- 0591 


MUrray Hill 5-1350 
King af “Slacks bg R Y-c. 


. R. & Co. Ine.N.Y.C.LExngtn 2- -9409 
Kleinert, 1. 4 Rubber Co.N.Y.C.MU Hill 2- 6001 
Kler-Vue Knife Rack Co. N.Y.G.. 


. - Stores Toledo, Ohio.. 
Knox the Hatter N.Y.C 


pi .LAckawanna 4-9645 
4 ossard, H. W. & _ K. .GRamercy 5-5600 


PEnnsylvania 6-9310 MUrray Hill 3-0293 


Koru me tg Corp. WE... 
I¥.c 


Kresge—Newark Newark, N. J... 
Kroywen Coats, Inc. N.Y.C.... 
Kur-Lash Co. N.Y.C MU 

Laco Products Ine, Baltimore, Md.. 


Laird, Rose. MN svcoxdaenan E 
La Marquise Footwear Inc. N.Y.C. WAlker 5-2808 
Lamp! Fashions Ine. N.Y.C...Wisconsin 7-9818 
Landenberger, J. W. Co. N.Y.C. LExngtn.2-2883 


Lang, Ted, Inc. N.Y.C...... MUrray Hill 3-2480 
Lansburgh & Bros. 


i & <r Wisconsin 7-3644 
Haft, Morris W. & Bros. N.Y.C.LOngacre 5-7300 
Hahne & Ce. Newark, N. J...... MArket 3-4100 
Hall Bros, Ine. N.Y.C...... MUrray Hill 3-6244 
Halle Bros. Co. Cleveland, Ohio. MAin 2700 
.Leominster 674 WHal-Mar Dress Co. St. Louis, Mog rfleld 4119 

ledonia 5-1366 Hampden Sales Assn.Ine.N.Y.C.C nia 5-6282 


fashington, D.C. NAtional 9800 
PEnnsylvania 6-3463 


ns Co. N.Y.C. MUr Hill 4- 1155 


Y.C. MUrray Hill 3-6528 
; ; C..MUrray Hill 3-2485 

> . Me. : aye, .—l L(Y CHickering 4-3989 
Eastman- Kodak Co. ester, N. We in 4 eng 


ds, Edw. F. fA Ss LAmbrt 3.9822 
¢ 
. Buffalo, N. Y..CLeveland 5000 


Etiquet Division N.Y.C.. 
Norristown, Penna...NOrristown 3660 Tussy Division N.Y.C.. 
Leigh Perfumes N.Y.C. 
Leighton Hats N.Y.C... 
Lelong, Lucien N.Y.C. 
Lentheric Inc. N.Y.C.. 


LeRoi jMesiery Co. ine. N.Y.C. CAledonia : 5- 


Bros. & Hiller Inc. N.Y.C. Wiscon 7-6493 . 
Lux Flakes, Toilet Soap Div. 
Swan Soap Division 
Levy, E. S. Galveston, pee * 
Lewis, Ann N.Y.C 
Lewis, Mary N.Y.C 
Lewis, Wm. A. Chicago, 
C. 


aeaced LAckawanna 4-6677 Hirsch-Weis Mfg. Co. N.Y.C....BRyant.9-1$74 

SETS TRiangle 5-9040 Hobb-Tailleurs Inc. N.Y.C. PEnnsylvania 6-8060 

Exquisite Form Brassiere Inc. Hochschild-Kohn Balt., Md.....LExington 1-011 
N.Y 


Fair, The Chicago, Ill 


Liebes, H. San a 9 Calif... 
Life Wave Comb Portland, 
Lime Light Hats N.Y.¢ 
Linda Dresses Mfg. » Sn nT Giicoors 4 4- 
Lindfelt Glove — Co. 


Inc. N.Y.C. MU Hill 3-7955 Hollywood Bootery Hollyw, Cal...GLadston 4335 


Farnsworth Woolens N.Y.C....WIsconsin 7-0216 Holmes, D. H. Co. Baltimore, Md, VAndyck 5830 
Featherknit N.Y.C 


Fein Juniors Ine. 


tense Sectemen, Inc. 


Little Miss English, Ltd. N.Y. C. 
Loesers, Frederick & Co. 
Brooklyn, N.Y. MS neem 
Logan, Jonathan, N.Y.C 
Lombardy Dresses Inc. N.Y.C.. 
Lord & Taylor N.Y.C 
Lorr Laboratories N ¥.¢ 


ere CAlvert 4-4444 


Lowenbaum, R. Mfg. Co. 
Clothing, Cosmetics Div. 


00 


Lovable Brassi 
Lent: -Silver Sn 
Lustrite Cosme 
Luxuray N.Y.C 
Lynette Perfun 
Lynn. Knitting 
Maas Bros. Ta 
Mabley & Care 
Mabs of Holly 
Macy, R. ‘ 
Madcaps Co. > 
Mademoiselle | 
Mad Products 
Magid Handba 
Maiden Form | 
Maison-Blanct 
Majestic Reco! 
Majestic Spec 
Mallory Hat ¢ 
Mam ‘Zelle B 
Manchester K 


Mandel Bros. 
Mandell Mfg. 
Mandel’s of C 
Mangel's N.Y 
Manhattan U1 


Manne Weill 
Marchand, Ch 
Marilyn Belt 
Markay Wait 
Markin Garm 
Martin's Bro 
Marvel Jewel 
Marvella N. 


McKelvy, Alf 
McKesson & 
Meadowbrook 
Meister Bres 
Melori Shoe 
Mendoza N.‘ 
Mercury Foo! 
Meri—Carols 
Merrill, Clar 


Messing Kni 
Metal Arts C 
Metro-Goldv 
Metz Shoes 

Meyers, J. A 
Meyers, J. 
Michel Cosm 
Middlebrook 


Mighty Mid 


Milkmaid, | 
Miller, Dori 
Miller, 1. N 
Miller & Rt 
Miller-Smit 


Miller's Kn 
Miner's Ine. 
Miss Calif. 
Miss, Junio: 
Miss Swank 
Model Bras 
Model's Spi 
Mojud Hos! 
Moncey, F. 
Monomae 8 
Montaldo’s 
Morris-Mar 
Mueller Ga 


Munro, Joh 
Munsingwe 
Musicraft | 
Mutual Bu 
Myers, D. 
Nardis Spe 
National B 
National C 
National S 
Natone Co 
Neiman-M 
Nelson, Ju 
Neushaefe! 
New York 
Nicoli, Na 
Nolde & + 
Nonspi Co 
Northam-' 


Northland 


Northwest 
Norwich F 
Novelty V 
Noxzema | 
Nu-Fashi 


Old Color 


O'Leary, 
Olga Co. 
Olympie 

Omar, tn 
Oppenhei 
Oppenhei 
Oreck’s I 
Ostby & 

Oxford D 
Pacific M 
Packard. 
Packer's 
Pan, Pet 
Pandora 

Panther- 
Paramou 
Para.Ti 

Partait $ 


__— 
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al , $ ve ’ ; ; Wickersham 2-6100 
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Pres. 
; _ = 


> 4 
-=aoe 


Seen OUNNNNY SS 


-sacan' 


=>, 
a+s 


-404/ 
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Save Time... Make Money — Dial PE 6-1100 


Lovable—Zion 


PBs 
00 
Lovable Brassiere Co.N.Y.C. LAckawanna 4-3443 
Lunt-Silver Smiths N.Y.C....... BArclay 7-0890 


Lustrite a oe N.Y.C. 
Luxuray N.Y 
Lynette Perfumes Inc. N.Y.C...... 

Lynn. Knitting Mills has. N.Y.C, MEdall 5- po 
Maas Bros. Tampa, Florida............. 395, 
Mabley & Carew, Cincinnati, Ohio. .CHerry 7400 
Mabs of Hollywood L. . Calif. . .P Rospect 6144 
Macy, R. H. & Co. N.Y .LAckawanna 4-6000 


..-CHelsea 3-6117 
.LOngacre 5-169! 
PLaza 8-0882 


Madeaps Co. N.Y.C........ :*PEnnsylvania 6-8068 
Mademoiselle Modes, Inc N.Y.C. LOngacr 5-3566 
Mad Products Inc. N.Y.C....MUrray Hill 2-0865 
Magid Handbags N.Y.C......... AShiand 4-2383 


Maiden Form Brassiere N.Y.C. CAledonia 5-4085 


Maison-Blanche New arene, La....CAnal 3434 
Majestic Records Elgin, Ill.......... Eigin 8300 
Majestic Specialties N. Y. C.. * alee 2. 4280 
Mallory Hat Co. N.Y.C....... Wisconsin 7-0620 


Mam ‘Zelle Bras ents Calif...GRnit 9455 
Manchester Knitted roe 
Y.C. LOngacre + yr 44 
Mandel Bros. Chicago, ni eyrrrere STate 1500 
Mandell Mfg. Co. St. Louis, Mo..CEntral ‘. 3372 
Mandel’s of ao Los Angeles, Cal. MUtual 1053 
ee ER, 6 errr WAtkins 9-6510 
Manhattan miniaaaate X Co., 
N..6. Murray Hill 4-2780 
Manne Weill Ine. N.Y.C. .MUrray Hill 5-2883 
Marchand, Charles Co. N. Yc .CHelsea 2-7040 
Marilyn Belt Co. N.Y. C..... MUrray Hill 4-4090 
Isconsin 7-1794 


as Angeles, Calif......... TUkr 8211 
rrr ree. PEarl 2881 
t S & 3 


Sere LOng Beach 1645 
.. ¥.C..CAledonia 5-2969 


Meadowbrook Jrs. N 
Meister Bres. Clevelar 
Melori Shoe Co. Boston, 
Mendota N.Y .C.. osc cee 
Mercury Footwear B'klyn,N.Y 
Meri—Carole Chicago, Ill... 
Merrill, Clark, Meinig, Inc. 

N.Y.C 


Messing Kni 
Metal Arts C 
Metro-Goldw 
Metz Shoes Pat 
Meyers, J. A. & Co. N.Y.C. BOw 

Meyers, J. H. Bros. N.Y.C.. “CAledonia 5- “9162 
Michel Cosmetics L.I. City, N 4-26. 
Middlebrooke Lancaster Inc. 


Mighty Midget 


Milkmaid, Ine. N.Y.C. 
Miller, Doris N.Y.C.. 
eB Fae .BRyant 9-2000 
Miller & Rhoades Rict , Va. Richmond 2311 
Miller-Smith aes a Mills” 

Yaz eee Hill 3-3318 
Miller's Knoxville, 1 te KNoxville 3-112 
Miner's Ine. N.Y.C........2. A 

Miss Calif. a Ate Cc alif. 
Miss, Junior of Calif. L.A., 
Miss Swank N.Y c 


. MEdallion 3-1277 
..PLaza 5-5682 
ray Hill 4-3022 


Model's Special Semielhatiien 
Mojud Hosiery Co. Inc. N.Y.C 

Moncey, F. 3. Chicago, ae 
Monomae Shoe Co. N.Y.C.. 
Montaldo’s Denver, Colo.. 
Morris-Mann Reilly Ine. Cl 
Mueller Garment ios Cc 


rray Hill 4-2260 
Laza 3- 4 


Munro, John Ine. N. YN C.. 
Munsingwear & 2 rere 
Musicraft Records Inc. N.Y.C 
Mutual Buying Syndicate N.Y.C. MEda 

Myers, D. & Sons Balt., Md....UNiversity 7 
Nardis Sportswear Dallas, Tex.. "Riverside 174 
National Blouse Corp. N.Y.C...WIsconsin 7-0700 
National Dress Co. St. Louis, Mo..CEntral 5188 
National Steel Fabries Pittsbr’g, Pa. GRant 3600 
Natone Co. Los Angeles, cae.» . <a 1-7231 
Neiman-Marcus Dallas, Texas... . Riverside 6911 
Nelson, Julius Corp. N.Y.C.. -26 
Neushaefer, peeven IN. ¥.C...0: 
New York Girl Coat Co. N.¥.C.. 
Nicoli, Nathalie San —s Calif. 
Nolde & ~— ae Ce. N.Y.C. 
oe ah eS re WAtkins 9- 0707 
Northam- Watcen Corp. 


Stamford, Conn. STamford 4-5771 
Cutex Division ............. STamford 4-5771 
Odo-ro-no Division ......... STamford 4-5771 


Northland Ski Mfg. Co. 

St. Paul, Minn. NEstor 6361 
Northwestern Mfg. Co.N.Y.C.LAckawanna 4-0674 
Norwich Pharmacal Co. N.Y.C....BRyant 9-5475 
Novelty Veiling Co. N.Y.C | MUrray Hill 5-6904 
Noxzema Chemical Co. Balt., Md..UNivrsty 1080 
Nu-Fashion Undergarment Co. 
N.Y.C, LOngacre 3-4443 

Old Colony Knitting mills ‘Tne: 
_ LAckawanna 4-7352 
O'Leary, Lydia, Ine. x y é. .MUrray Hill 2-4420 
on SS ERS MUrray Hill 5-3558 
oe Knitwear Co.N.Y.C. LAckawanna 4-1990 
yo ra AShland 4-4680 


Oppenbelen & Baruch N.Y.C. miGereg, Hill 3- 1365 
Oreck’s Duluth, Minn...........- MElrose 6364 
Ostby & Barton N.Y.C..........- REctor 2-7873 
Oxford Dress N.Y.C........-5- Wisconsin 7-799 
Pacts We 10.0 C, 6 cscccccsevce WOrth 2-2200 


Packard-Rellin Milwaukee, Wise, . ae 1692 
Packer's Tar Soap Co. N.Y.C. CAledonia 5-0597 
Pan, Peter Brassiere N.Y.C. MUrray Hill 3-0735 
Pandora Knitwear Co. N.Y.C.LAckawanna 4- 1999 
Panther-Panco Co. N.Y.C 


sees -AShiand 4-1044 
Paramount Pietures N.Y.C.......BRyant 9-8700 
4 it 4 2 ee Cirele 5-7926 


Partait Sales 6 6 ee Eldorado 5-1876 


..LExington 2-8245 
osaves PLaza 3-6782 
.BRyant 9-1651 
Tex. Rivside 9232 


Parfum L’Orle Inc. N.Y. | ae 
Parfum Y’bry Inc. N.Y 

Parker, Peggy N.Y.C.. 
Parkland Sptswear Co. Dalla 
Paula Fashions, Inc. g N.Y.C... Wisconsin 7-5939 
ee eS eS eee TRoy 6570 
Pembrooke Lingevte Co. N.Y.C. MU Hill i. 7753 
Penobscot Shoe Old Town, Pa hewes OLd Town 432 
Penrose Knitwear Inc. N.Y.C..... BRyant 9-924! 
Pepsi-Cola Co. L.I. City, N.Y. URonside 6-2000 
Perfections Frocks Inc. N.Y.C...CHicker 4-6150 


Perky Frox Inc. N.Y.C...... LAckawanna 4-4063 
Personal Products Corp. 

Milltown, N. J. Milltown 8-0567 
Pess!, Helen Inc, N. ore PLaza 5,6044 
Petite, os 8a, Wisconsin 7-1462 
Petti Sportswear Co. 

Milwaukee, Wis. SHeridan 7500 
we ft rae LOngacre 5-0850 


Pharma-Craft Corp. N.Y.C.. Foe Hill 6-2652 
Philco Corp. Philadelphia, .NEbraska 4-5100 
Phillipe, Louis N.Y.C........ * Lexington 2-8000 
Phillips, Marie’ N.Y.C.......... CHicker 4-2784 
Phoenix Hosiery Co. N.Y.C..MUrray Hill 4-3670 
Pillsbury Mills Memphis, Tenn. MEmphis 9- 1626 
Pincus, Lester Shoe Corp. N.Y.C.BArelay 7-5258 
Pizitz Birmingham, Ala..... Birmingham 7-0311 
Plate, House of Detroit, Mich....ARlington 7646 
Pliantform roneew S Inc. 


N.Y.C. Wisconsin 7- 3701 
Pli-Mode Shoe N.Y 


Pogue, H. & S. Cinc sitinat Ohio....MAin 4 o 
Pond’s Extract Co. N.Y.C....... BArclay 7-3900 
Ponemah-Spoven N.Y.C....... Wisconsin 7-7265 


Portland Footwear Co. 

Fectiend. Me. POrtland 3-7200 
Portney, J. & Sons N.Y.C...... LOngacre 3-4336 
Posner's, Doctor Shoes N.Y.C....BArclay 7-7660 
Pratt & Austin Co. Ine. N.Y.C..ORchard 4-0511 
Precision Miniatures St. Louis, Mo. ENergen 352 
Priess, J. L. Chicago, Ill......... DElaware 7235 
Prima Co. Columbus, Ohio......... 
Primrose House Inc. N.Y.( 
Prince Gardner N.Y. 
Procter & Gamble 


Rae-MaF Juniors Inc. Cleveland, O. CHerry 1532 
Rainbow Children’s “ow Co. 
N.Y.C. 


Rainfashions Fifth 


ya -6898 
1 GArfield 2400 
. JEfferson 3-7200 
y C 

SUNN BET Okc otceecacee Wisconsin 7-3816 
Redley Junior Inc. N.Y.C....... LOngacre 5-3278 
Regina Knit Sptswear Co. N.Y.C. Wisen 7-3430 
Reitter Sptswear Co. Inc. N.Y.C. CHickr 4-7840 
Reliable Textile & Co. N.Y.C. Wisconsin 7-7265 
Renoir Perfumes Ltd. N.Y.C..Wisconsin 7-3145 
Republic Pictures N.Y.C...... CAledonia 5-2500 
Resino! Chemiéal Co. Baltimore, Md...LEx 546! 
Revelation Blouse Corp. N.Y. &.. LOngacre 5-1328 
n Products —e N rag 1 git PLaz 5-8800 

ducts Corp. 

Brief Cas 


Ritmor Sptswear Co. N.Y. 
Rivoli Hosiery Co. N.Y.C.. 
Robbins, Anatole Holly woo 


Robinson, 
Roger & 
Rogers, Pam 


inneapoll 
att & Kahn N.Y.¢ 
eld, Henry Cosmetic 


inn. GEneva 7766 
LOngacre 5-7114 


N.Y.C. 
osenholz, J. Ine. N.Y.C.. 
Rosenthal, H. B. Co. Inc. N.Y 
Rosenthal & Kalman N.Y.C.P E@iisyivania 6-0900 
Rothberg-Gross Inc. N.Y.C. PER@sylivania 6-4052 
Rothchild’s, B. & M.—Clothing 
Oklahoma C wy Okla. OKishoma City 7-2511 
Roxborough Co. N.Y.C...... LAckawanna 4-3946 
Royal Crown Cola Columbus, Ga..COlmbs 2-443! 
Royal Lace Paper Co. 
Brooklyn, N v.Y. TRiangle 5-4915 
Roya! Typewriter N.Y.C........ AShiand 4-480¢ 
Roycemore Toiletries ¢ ‘hicago, Ill. RAdoiph 1720 
Rubinstein, Helena N.Y.C...... ELdorado 5-2100 
Rubiean Ce. N.Y.C......... LAckawanna 4-4610 
Rudinger, Hugo Ine. N.Y.C..LAckawanna 4-1729 
Rudley Soprtswr. Corp. N.Y. ©. CHickering 4-7677 
Rugby ew Corp. N.Y.C...LOngacre 3-2908 


SE AA eee “Wisconsin 7-1900 
Ss. & G. Canines Goods Corp. 

NY. he “LAckawanna 4-9452 
8. & Z. Mfg. Co. N.Y.  aapARS G Ramercy 7-4075 
Saba Mfq. Co. Los Angeles, Calif.. TRinity 0/85 
Saddle Togs Ine. N.Y.C..... -CHickering 4- 1650 
Safian, F. H. & Co. N.Y.C....Wiseonsin 7-8448 
PS SS 2 eer PLaza 3-4000 
Saks 34th St. N.Y.C........ LAckawanna 4-7000 
Fe ery LAckawanna 4-5625 
Samuels, L. R. Ogden, Utah..... OGden 2-7565 


San- Nap- Pak Corp. Milltwn,N.J. Milltown 8-0567 
Sandal-Craft, Inc. St. Louis, Mo...CHestnt 1226 
Sandler, A. of Boston 

Boston, Mass HUbbard 2657 
Sanger Bros. Dallas, Texas..... CEntral 2421 
Sarceae tae. M.F.C.... ccsccccces CHelsea 3-6356 


SEE OUR SOUTHERN REPRESENTATIVE 


Sud Cogull 


1722 RHODES-HAVERTY BUILDING 
ATLANTA, GA. * WALNUT 8113 


Hal Johnson 
your man in New England 
PARK SQUARE BLDG. 
BOSTON, MASS. 
Telephone: HANCOCK 5046 
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Schaffer Belts N.Y.C.......... LOngacre 5-2830 
Schiller-Dubrow N.Y.C..... MUrray Hill 4-6478 


Schneider, Lou Ine. N.Y.C....CHickering 4-8370 
Scholl Mfg. Co., Inc. N.Y.C...GRamercy 7-7170 
Schreiber, A. H. & Co. N.Y.C..LOngacre 5-0990 
Schuneman’s St. Paul, Minn.. 
Schuster’s Milwaukee, Wis. 
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Semler, R. B. Inc. 


New Canaan, Conn. New Canaan 9- 1646 
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Sepler, Mack Inc. N.Y.C....LAckawanna 4-9167 
Seven-Up Co. St. Louis, Mo........ CEntral 1733 
Sewanee Shoe Co. Nashville, Tenn. NAshv 4-9414 
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Sheaffem W. A. Pen Co. Inc. 
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Sheltd ue Inc, .iee...... 9-6280 
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ne innati, Onlo paige sake DUnbar 7000 

ros. & Co N.Y.C. Wliscon 7-1632 


abrics Corp. N ¥.C. LAckawanna 4-6508 
. . *.5 & eee Circle 6-7074 
2. oer Circle 5-§263 
er Bros. Deny Yolo... PEari #761 
Lindsay & Q 0. 

1930 


s -545 
Franklin eos ] i -9609 


-899 


ure Recordi 


r..... AShland 4-381 1 

o. N. ..MUrray Hill 6- 
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Spool Cotton Co. N. Y. cn. .PLaza 3-5600 
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York Mode Coats N.Y.C. .LAckawanna 4-0674 
York Street N.Y.C......... " MUrray Hill 5-3094 
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Zion Co-operative Mercantile Institution 

Salt Lake City, Utah SAIt Lake 3-1575 


when in the middle of the U.S.A. 


RING: Charles Bienbeck 
Whitehall 5338 


AT: 400 N. MICHIGAN AVENUE 
CHICAGO, ILLINOIS 


On The West Coast It’s 
Fred Saffan 


9126 SUNSET BLVD. * CRESTVIEW 5-6489 
LOS ANGELES, CAL. 
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Hamburger Moves 


Edward Hamburger Advertising 
Company has moved to 21 W. 45th 
St., New York 19. 


BECAUSE ! 
EDITED FOR 


its R 


EADERS 


Campaign to Curb 
‘Panic Prophets’ 
Urged by Weir 


Promotion-Sales Ratio 
Must Be Higher, 
Conference Told 


West DENNIS, Mass.—An edu- 
cational advertising campaign 
could end “the great grim guess- 
ing game,” now engaged in by 
“an uncomfortably large number 
of our best economic brains,” on 


“When do you think the next de- 
pression will occur?” Walter Weir, 
New York advertising agency 
chief, told the Insurance Adver- 
tising Conference here last week. 

He regretted that “we have 
ever allowed the word ‘panic’— 
which is so clear, so correct and 
so human,” to be superseded by 
the “undescriptive and mechanis- 
tic word ‘depression.’ A ‘panic’ is 
human in its origin, and so solv- 
able by human means... As part 
of our economic education, it 
might be wise to revive the use 
of ‘panic.’ ” 

The “one difficulty” in getting 
such a campaign started, Mr. 
Weir explained, ‘is the problem of 
finding an advertiser intelligent 
enough to undertake the job. . . 
Too many business men, I am 
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certain, would either prefer to ‘let 
George do it’ or turn it over to 
the National Association of Manu- 
facturers—which, as I know from 
sad experience, would be tanta- 
mount to doing nothing at all.” 

Digressing from his prepared 
talk, Mr. Weir pointed out that “in 
this job of education, two of the 
most important factors are the in- 
surance agent and the trade press, 
through which the agent can ef- 
fectively be reached... 

“Since the cost of space in trade 
papers does not begin to equal 
the cost of space in consumer 
publications, the general tendency 
(of advertising agencies) is to pay 
less attention to them. 

“Yet any trade paper, insurance 
or otherwise, is read by people 
who, by and large, are specialists 


SUNSWEET 
APRICOTS 


Road 


SET ye 


eR + eee eae , a = 


SCIENCE 
ELBOWS 


RUBS 
WITH 


SHOPPERS 


This life-size color-lithographed floor dis- 
play is rubbing elbows with shoppers in 
thousands of retail stores. Scientific recog- 
nition of health properties in SUNSWEET 
Apricots is indicated with all the persua- 
siveness of color and design to concentrate 
eye attention on product, package and trade 
name. Alert creative thinking and develop- 
ment in FORBES-designed advertising and 
display material capture shopper attention, 


and win greater sales for client's products. 


and who, therefore, should not be 
addressed either by amateurs o; 
in an off-hand manner. 

“T have long deplored the prac. 
tice of reproducing in trade pa. 
pers the advertisements prepared 
for consumer publications with 
simply a notice of the dates on 
which they will appear in these 
publications.” 


Fire Insurance Under-Advertised 


Mr. Weir and other speakers 
emphasized that while the na- 
tion’s fire losses increased $71,- 
000,000 in the first half of 1947 to 
a total of $369,000,000, fire insur- 
ance is  under-advertised. He 
urged, among other things, that 
individual companies give greater 
support to the campaign of the 
National Board of Fire Under- 
writers (AA, Sept. 15), and added: 
“You can’t expect to put out a 
$750,000,000 fire with a hose that 
squirts only $750,000 worth of 
funds.” 

Such factors as product control, 
pricing and dealer relations, which 
have occupied advertising men 
increasingly in recent years, Mr. 
Weir said, “are more logically the 
concern of business management,” 
and “should be attended to long 
before advertising is contem- 
plated.” If advertising men are 
expected to perform “miracies” 
they should be free of other prob- 
lems—and should be compensated 
for the performance. 


Don’t Spare the Sugar! 

“During the past 20 years, I 
have been asked many times to 
perform miracles—to change a 
business of water into a business 
of wine. . . I have also become 
humble enough to admit that I, 
at least, need a few grapes and 
sugar to bring about the change. 
Especially, if I may sound venal, 
some ‘sugar.’ For the good of your 
industry, I hope you get busy in 
the vineyard and prove not too 
sparing with the sugar. Under 
these conditions, I’m certain that 


the impossible can be accom- 
plished.” 
Ted Budlong, IAC president 


and advertising manager of the 
National Board of Fire Under- 
writers, pointed out that in the 
25 years of the conference, accord- 
ing to Publishers’ Information 
Bureau figures, member com- 
panies have increased magazine 
advertising expenditures from a 
total of $317,803 to $2,303,705. He 
cited the accomplishments of 
various committees appointed to 
“streamline” the conference and 
increase its usefulness to members, 
and urged that an exploratory 
committee for new projects be 
made a standing committee. 


Outlines Campaign Aims 

Fred Bremier, of Curtis Pub- 
lishing Company’s research staff, 
urged the underwriters to launch 
;}an educational advertising cam- 
paign: 

“1. To develop understanding 
and friendship; 

“2. To retain and further good 
will or human relations; 

“3. To maintain and improve 
identification of company and 
products, and 

“4. To combat rumors.” 

In a recent survey, Mr. Bremier 
|said, life insurance agents were 
asked how their companies could 
best help them sell more insur- 
ance. In reply 51.9% of them said: 
“Advertise.” 


Pictograph in Merger 
Pictograph Corporation, 22! 
Fifth Ave., New York, has merge@ 
with Raymond Service, Inc.,. 160 
| Fifth Ave., New York, a direc 
|/mail company. Rudolph Modiey, 
founder of Pictograph, retiree 
from the company recently, 0U* 
two of his former associates, Rob- 
| ert Rieger and Frederick Jahne’, 
previously partners in Applied 
|Graphie Arts, Inc., will direc’ 
| Pictograph with Raymond Service 
Henry Bern is president of Ray- 
mond Service. 
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tary newspapers will also be used|000 in each of two West Coast | es Everling Agen 1922, as a 500 watter and was 
be in the drive. ' contests to raise funds for veterans | ——— ee es de | established by the late Judge Rob- 
or Other current prizes offered in| and a hospital (AA, July 14 and| Dealers. Inc., has named + aetnienn | Worth Bingham, publisher of 
the resurgence of contests include | Aug. 25). I. Everling, Inc., Philadelphia, to|*®¢ Louisville Courier - Journal 
col $20,000 in cash and 1,000 Motorola | sarecmmniaines handle its advertising. Newspapers | and Times. 
pa~ radio - phonograph combinations | P | will be used. 
- offered by Procter & Gamble Com- | UP everest pe den ” | ee STOCK CUTS 
b any for Dreft; myriads of bi-| Union acific ailroa wi | 
on ee dolls, pi Rare footballs, sponsor an advertisement in i%7 WHAS Marks 25th Year casement 1acoese 
ese toy trains, etc., by Quaker Oats| trade and industrial newspapers; WHAS, Louisville, 50,000 watt, Brey he Fy 
y : . ‘and magazines during October,|clear-channel radio station, will 7. Salee Resceuven, Wrueen . 
Company, for Muffets; $1,000 and | promoting Wyoming’s important| celebrate its 25th year with a business letterhead. 1 
sed 40 Westinghouse Laundromats by| features and commercial advan-| series of anniversary broadcasts : STIVERS STUDIO 
ers oe =e & General Foods Corporation, for|tages, and inviting industry to| from Sept. 28-Oct. 4. The station ie Mow deckoueare ot. 
oni = = ESS ~ La France bluing flakes, and $25,-/ settle in the state. began broadcasting on July 18, San Francisco 5, California 
. . ; Just look! 54 Prives ba allt i 
i to H 
ur- i 
He a 
that a 
ater i 
the 
ler- | 4 
led: KITCHEN PRIZE—Swift & Co. ran this _ 


it a full-color page in This Week Magazine 
that to launch its $41,000 contest for Swift's 
cleanser. The G-E kitchen goes to the 


of best jingle. Needham, Louis & Brorby 
is the agency. | 

trol, 
hich ‘ | 
men § $5,000 Kitchen, | 
Mr. : : : 
‘xe | Diamond Rings | 
ing # in Contest Offers | 
a Cuicaco—A $5,000 General | 


les” Electric kitchen, 1,150 electric ap- 
rob- pliances and $25,000 in diamond 
ated rings have been tossed into the 
huge pool of prizes currently of- 
fered by advertisers to contest en- 
trants. 
ma, i The G-E kitchen, 10 G-E refrig- 
2s to erators, 1,100 G-E mixers, 500 of 
fe oa G-E’s newly designed automatic 
iness toasters and 500 of its steam irons 


come have been announced as awards 

at I, in a five-week Swift & Co. contest 
and promoting Swift’s Cleanser. 

ange. General Mills, for Betty Crocker 

renal, vegetable noodle soup, has begun 


your a $25,000 diamond ring contest, 
sy in with a $2,000 Keepsake sparkler 
t too as first prize. 


Inder Swift’s contest, handled through 
that Needham, Louis & Brorby here, in- 
com- volves completion of jingles, while 


General Mills’ prizes will go to 
ident those completing “why I like” 


f the sentences. 
nder- 
1 the Other Contests Listed 
cord- Swift will use pages in The 
ation American Weekly, Better Homes 
beeen & Gardens, Collier’s, Family 
azine @ Circle, Ladies’ Home Journal, Life, 
— Parade, This Week Magazine and 
. f Woman’s Day from mid-Septem- 
” 4 ve ber to mid-October. Supplemen- est 
b 
> and in 
nbers, i Ve /, 
= |\FROM or wate ome Pee 
ts be buy il. hereby, ‘ form fielg) , 
st [ 0 n 0 ( a p 0 p e rs 0 fi Only On ting 9roy “é Wertice, ae 
ONE pe Af Uni © Plate YOR ty 
Ss Mt rey and 1e ilf 
&. Th get + Us 
Pub- . a Forme, p ey Ore. The Q Oney . e 
«a 1/TO eight t est states Prone Raps O® Former, ng 
Beas’ l rear midwest Sia © Long pr Forman, 7: Nob? 
cam- iculp, by °Stegy Mace,’ itis Qa 
v7 Qa e, 
: TEN An easy-to-buy...easy-to-sell market. People who ie EE a SS Si 
nding Jun “199 000, mer, Tor oe 
‘ ‘ ‘ © 6 é «fr al 
» good THOUSAND know the farm market and how to sell it say nice things 194> mM Tipe 
about the Midwest Farm Paper Unit—and with good 
yprove ' é 
and Empire will design, manufacture, reason. This group of dominant local papers delivers 
re and maintain your point the world’s richest farm market in one easy-to-buy 
remniét of sale Neon Advertising in an 
agicoom . oe ae package. One order, one plate and one bill do the 
| were city, town, or state. 
could y trick. You get mass coverage throughout an 8-state 
insur- ou tell us where yo 
n said: re you want them area that represents the class farm market of the 
and we do the rest. 
c) nation. If you’re selling farmers, don’t miss out. By 3 
iminat ; ; oS 
r e were and sities shai by Contact your nearest Midwest Unit Office. 2 eae Sin, 
220 using Empire $ one service pro- EAR Ton. 
merged gram. 
Co, 160 WALLACES’ FARMER and IOWA HOMESTEAD + NEBRASKA FARMER + PRAIRIE FARMER + THE FARMER * WISCONSIN AGRICULTURIST and FARMER 
canes. For further information contact Midwest offices at: 250 Park Ave., New York » 59 E. Madison St., Chicago - 542 New Center Building, Detroit - Russ Building, San Francisco + 645 S. Flower St., Los Angeles 
retired 
ly, but 
S, Rob- 
Jahnel, 
A ppliea 
direct INCORPORATED 
service 
f Ray- General Offices, Savannah, Georgia || 
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sa ; Advertisin 
. petition, and Mr. Bailey reported;posed. With proper management)the station owners to coordinate | hand,” and the station’s staff wij] 
efal that (in the $5,000,000-$10,000,000 


contracts, he said, much develop- | the efforts of their sales and copy 


be more efficient, she said. Names . 
annual sales bracket) Black’s|mental work could be done. staffs. Latest results from the} —_—_____—. McGeehi 
. spends more radio dollars in pro- A shocked murmur ran through | Joske study show, she said, that Grant Adds Two appointed 
Picture Better portion to newspaper dollars than|the audience when Mr. DuMond | radio-advertised departments are At a four-day conference in H, and Kette 
i /any other store in the country. went on to disclose that his local | running 61.9% ahead of non- |vana, Cuba, attended by 23 4 for New | 
— — billings—as a 50,000 watt outlet | radio-promoted department aver-| executives of Grant Advertising state by. 
T | | |—topped his network income by | ages. |Inc., Will C. Grant, head of the Corporatic 
alr e § InIC Mr. DuMond, a former NBC ex- | $4,000 a month. “If you'll cut| 


| If the salesman, the retailer and | agency, announced the acquisition WLNH, L: 
ecutive and one-time radio comic | down on those New York trips and| the copywriter can understand | of General Advertising Agency, ) 
ATLANTIC Crry—Determined de-|as Josh Higgins, reported that| concentrate on your local market,|each other, the retailer will get | Calcutta, India, headed by Fred Lowent 


velopment by local stations and | proper cultivation of retail out-| you can build business,” he re-| better copy, there will be fewer | Spence, and the Raisbeck Agency, 


thi Sidney 
retailers has brought many heart- | lets would yield far greater return | ported. commercials citing stores where | precast wer oo ce been president 
ening changes in the retail adver- | th t stati * ’ «“ os m peesent incinnati 
nl ' ' _than most station owners sup-| Lee Hart, of NAB’s staff, urged | “quality and economy go hand in| office in Hollywood Cin 
tising picture since NAB first | , to head 

turned its attention to the prob-| —— 
lem in 1942, Eugene Carr, general 


manager of Brush-Moore Stations, 
Canton, O., told the convention’s 
if retail ad clinic here last week. 

He cited the Joske survey, the 
work of NAB’s retail division and 
the willingness of station men to 
learn retailers’ problems. To these | 
factors he attributed a change 
from the 1942 situation in which 
retail radio was “living on the 2% 
discount from newspaper ads.” 

The retail ad clinic represented G t t 
a cozy setting in which retail ad- 7 rea momen S 
vertising men _ discussed their ’ « ; s 
types of radio shows, with tran- b) ' th l f f 
scribed samples. Since most of inl e€ 1 e O 
them were complete success 
stories, there was little acerbity 
evident, with two exceptions: 

Lawrence H. Foster, sales pro- 
motion manager of The Fair, Chi- 
cago, after noting that he had five 
types of programs in operation, 


es i w ene We. 5s ete 


10:52 a. m., March 31, 1922 J 1 


and was spending $100,000 an- Pies 
nually in radio, said: ‘However, wtb A a 
, the idea for each of these shows ; ’ 
ie has come from the advertiser. Sta- 
tions originated only the idea of “~ x lst Broadcast from WWL: Father Edward A. Cummings, 
time breaks.” ? «, S.J., president of Loyola, speaks over WWL—a 10-watt transmitter, 
dp “ made from $400 worth of spare parts from a Government War Sur- 
Doesn’t Want Co-ops J OF AS plus ship. The studio audience—20 Loyola students—gave a spon- 
. taneous cheer at conclusion of historic broadcast. 
Julian Trivers, publicity direc- ee - — ae . : 


tor of William Hengerer’s Com- 
pany, Buffalo, switched from de- 
scribing the store’s morning audi- 
ence participation show to in- 
terpolate: 

“Incidentally, why don’t we buy 
co-ops? Because they’re just like 
mats, and we have our own art 
department, and we don’t want 
any canned stuff. Even Bing 
Crosby wouldn’t say Hengerer’s 
often enough.” 

Participating were Myrtle 
Green, Wieboldt Stores, Chicago; 
Joe DuMond, president of KXEL, 
Waterloo, and Richard Bailey, 
James Black Dry Goods Company, 

Waterloo. 

The KXEL-Black tieup has won 

two prizes in NRDGA’s radio com- 


y a 


One of the first WWL studios & 

1923—10-watt power 5,000 Watts 
1924—50-watt power 

1927—500-watt power 
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Twig benders move | : 

sales curves, too | 

When teachers are sold on your 

product, pupils usually find out what 

teacher likes (25,000,000 youngsters | 


in grade and high schools this year!) 


— 
= 


<—_ 


. a 


Pupils te their parents Parents 


and teachers buy affiliate begins operations 


cho ne . 
g, too et them or ur side 
Advertise your product in State Teach- 
ers Magazin to reach America’s most 
nfluential market WWLH 
k George ; wson, manager, fo 
aa ; f 


12 magazines 727,000 subscribers 


New “Silver Anniversary'’ Studios opened 


STATE TEACHERS 


: _ MAGAZINES 


307 N. Michigan Ave., Chicago 1, Illinois 
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ll ; counseling division of Leonard M. bd 
Names Representatives Sive & Associates, Cincinnati, --.| Bonwit Teller Ad 

McGeehan & O’Mara has been | tail advertising and sales promo-| « R f d 

appointed national representative, tion agency. Promises erun 

: ana Kettell-Carter, representative Tf T L r 

a yy New England and New York P , 

a aie by Northern Broadcasting Vail Joins D-F-S ax Lowere 


Corporation, new owner of Station Lester Vail has joined Show | New York—One of the reasons 

he WLNH, Laconia, N. H. Productions, Inc., producing sub-|commonly believed to be slowing 

= siting meres J of ee re ae sales is the public’s fear that 

“y, . . ample, as general supervisor of | 

«| Lowenthal Joins Sive daytime “radio | productions." He after they have bought the fur. 
, Sidney Lowenthal, founder and was formerly with Young & Rubi- took eneilc Wiener Sallie tock 

president of Lowenthal’s, Inc., cam as producer of “The Aldrich | ast wee ° 

Cincinnati furrier, has resigned Family” and “Molle Mystery |1,750-line newspaper space to 

to head the fur merchandising | Theater.” promise prospective buyers that if 


—_——— 


the tax is reduced on furs between 
the appearance of the ad and Feb. 
1, 1948, it will refund the amount 
of reduction to buyers. 

“We don’t believe that Con- 
gress is going to touch the fur tax 
for some time,’ the store said. 
“However, if we’re wrong, and 
mind you we don’t think we are 
—here is our proposition. If, be- 
fore next Feb. 1, Congress puts 


into effect a reduction in the tax| 


on furs, we will refund to each 
customer purchasing from us be- 


1922 


FEES Oa 
se 8 


; tor’s 
: The great inven 
OO rican people was 


THOMAS A. 
first address " pa over 


S ” 
“transcri ed’ an 
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eee 10,000 WAITS 
“We take you | E 

to the | i 

Columbia | 
Broadcasting 
System” 
r city ... lst in retail sales... 
Ast in Merchandising 


eo a y AwaG Be 
lst Mass Broadcast from Holy Name Church 


This program is still broadcast every Sunday over WWL—one of 
the oldest continuous programs in the nation. 


CBS AFFILIATE 


pa 


The greatest SELLING power in the South's greatest 


lst in wholesale sales. 


Ist in the Hearts 
of All the People 


a 
% 


NEW ORLEANS 


EPARTMENT OF LOYOLA UNIVERS! 


Represented Nationally by 
The Katz Agency, Inc. 
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fore such reduction an amount 
equivalent to the tax reduction. 
This applies to purchases made 
|before next Feb. 1 and to pur- 
chases made since last Aug. 1.” 
In a baseline burst of candor, 
|the store confided ‘“‘we are doing 
this so you can purchase your 
|Bonwit Teller furs without wor- 
'rying whether the tax might lift 
|after you buy.” 
If anyone at Bonwit Teller 
|knew last week whether the ad 
‘had materially affected fur sales, 
| he wasn’t talking. 


Gierlach Joins Jones 


| 


as Radio Director 


| Chet Gierlach, formerly with 
{Columbia Broadcasting System 
jand Batten, Barton, Durstine & 
Osborn, has become a radio di- 
rector of Duane Jones Company, 
| New York agency. 

| Mr. Gierlach has directed such 
/programs as “Philharmonic Sym- 
| phony,” and the Woody Herman, 
|Frank Sinatra and Perry Como 
|shows. He will continue to direct 
| the out-of-town “Hour of Charm.” 


Why It Will Pay You 
To Employ 


One of 12 Agencies 
that Specialize in 


Export 
~Advertising- 


| 
| Good export advertising, skill- 
fully prepared and _ properly 
| placed, can be just as effective 
in boosting sales as well-planned 
\domestic advertising. In fact, 
proportionately, returns are 
often greater. But the many 
problems involved call for high- 
ly specialized knowledge. That’s 
why it will pay you to engage 
expert counsel before investing 
a penny in export advertising. 
The agencies below specialize 
in planning and carrying out ef- 
|fective export advertising cam- 
| paigns. Training, experience and 
extensive foreign contacts have 
given them a unique knowledge 
of overseas markets, media, sales 
distribution. They serve a long 
list of the largest and most sue- 
icessful export advertisers. 
| For information on the serv- 
\ices available, write to any 
agency listed below, or direct to: 


| Association of 
| EXPORT ADVERTISING 


TRQUEEGGECCREHEREeeROREEES 


AGENCIES 


| 2 WEST 46th STREET, NEW YORK 19, N. Y. 


wu Member Agencies: 


G. M. BASFORD COMPANY 
» E. g2nd St., New York 17, N. Y. 
422 Leader Bldg., Cleveland 14, O. 
T. B. BROWNE, LTD. 
551 Fifth A New York 17, N 
THE BUCHEN COMPANY 
joo il Vadison St., Chicago ¢ 
DORLAND, INC. 
International Division 
247 Park 1 . Neu Y ork I7, N 
EVANS ASSOCIATES CO. 


\ I Unicag i Til 
EXPORT ADVERTISING AGENCY, 
INC. 

' jay 1 Chicaa ry 
FOREIGN ADVERTISING 
AND SERVICE BUREAU, INC. 


MPPTTTTTTITI TTL 


GOTHAM ADVERTISING 
COMPANY, INC. 
ht t., New York 1 


J. ROLAND KAY, INC. 


NATIONAL EXPORT 
ADVERTISING SERVICE, INC. 
405 Lexinat | New York 17,N.) 
ROBERT OTTO & ASSOCIATES, INC. 
1 Madison A New York NV.) 
IRWIN VLADIMIR & COMPANY, 
INC. 
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Marshall Plan, ‘International 
WPB,’ to Shape Recovery 

WaASHINGTON—Think of the Mar- 
shall Plan as an_ international 
WPB designed to provide Europe 
with a carefully screened list of 
essentials for her economic recov- 
ery; equally concerned with see- 
ing that other world areas do not 
get items Europe needs, and that 
Europe does not squander buying 
power on non-essentials. 


By STANLEY E. COHEN, Washington Editor 


Remember that a $15 billion 
Marshall Plan for the next four 
years is not $15 billion of extra 
business. It is $15 billion of high 
priority business. Likely result is 
to keep up exporting rate in the 
face of dollar scarcity, but there 
will be big shifts in export mar- 
kets as foreign buying power is 
channeled into essentials. 

Marshall Plan machinery may 
resemble the scheduling principle 


Advertising Age, September 22, 1947 


which made war production pos-| deeply into American. wheat sup- 


sible. Europe submits specific 
needs, with exhibits showing how | 
they contribute to recovery. Gov-| 
ernment and voluntary business | 
groups hunt for the goods. No} 
other foreign buyer can get these | 
products until Marshall Plan pri-| 
ority has been satisfied. 

Only after Europe submits its 
needs will business know where 
the plan will pinch. Some, such 
as big power plants and farm ma- 
chinery, will be next to impossible 
to fill. Others will be met through 
voluntary adjustments in produc- 
tion and shipping schedules. Total 
steel needs, for example, may only 
increase present shipments by 2,- 


000,000 tons. 
At the moment, there is only 
one certainty: The program cuts 


plies. To feed Europe, America 
must eat less; American farmers 
must feed less wheat to profitable 
meat animals. The $64 question 
now: Can voluntary steps by 
consumers hold food prices as 
wheat and meat stocks are further 
reduced? 
ao co * 

Steelmaker Tom Girdler, deny- 

ing the need for a big expansion in 


steel capacity, confidently pre- 
dicted last week that “in item 
after item’ peak demand has 


passed, and a “return to normal 
levels” is fast approaching. To 
labor and Congressional critics 
who blame the steel industry for 
shortages and price pressures in 
industrial and consumer goods, 
Girdler preached: “The country 
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A.A.A.A.* WASHINGTON SURVEY 


REVEALS THAT: 


Daily and Sunday in Washington, D. C. 
More Heads of Families Read The Star 


Than Read Any Other 


The Survey 
showed that 
364,400 men 
and 88,400 
women in the 


area are Heads 


of Families. 


20% 


30% 


40% 50% 60% 


70% 


80% 90% 100% 


Of the 364,400 men heads of families, 48.79%4—177,700 of them—read The Evening 
Star on an average weekday; 56.4%—205,800 of them—read The Sunday Star on an 


average Sunday. 
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Of the 88, 400 women heads of Seales, 43.2%—38,200 of thent—cead The Evening 


Star on an average weekday; 49.8% 


average Sunday. 


you reach 


—more 
——more 
— more 
—more 


men 

— more 
with The 
other paper. 


} FACTS NO. 1, 2, 3, 4 AND 5 TO REMEMBER 
ABOUT THE WASHINGTON MARKET: 


Daily & Sunday in Washington, D. C., 


people 
people with money to spend 
women 


heads of families 
Star than you reach with any 


%—43,700 of them—read The Sunday Star on an 
—in every case more than read any other Washington paper. 


© 1946, American Association of Advertising Agencies 


Represented nationally by: 
New York City 
The John E. Lutz Co., Tribune Tower, Chicago. 


Dan A. Carroll, 110 E. 42nd St., 


will be better off five years froy, 
now if it gets along for the presen; 
with a few less cars, a few less 
refrigerators and a_ few less 
stoves.” Asked Girdler: “Suppose 
steel to build 10,000,000 automo- 
biles in 1948 and a like number in 
1949 could be provided. Hoy 
many would we need in 1950 with 
20,000,000 virtually new cars on 
the road? How long would the 
present demand last if 6,000,000 
refrigerators could be built in 1948 
and another 6,000,000 in 1949?” 

Note: Steelmakers described gq 
program for 2,200,000 tons of new 
capacity. They warned further ex- 
pansion would draw on present 
steel output, show no results for 
two years. New capacity would 
yield high priced steel, use scarce 
labor, and speed depletion of di- 
minishing ore reserves, steel 
spokesmen said. 

* ok * 

On the other side of the picture. 
here’s the private estimate of an 
authoritative spokesman for the 
automobile industry: Without 
| more steel, it may be 1952 before 
|the car boom subsides. During 
1947, only 3,500,000 passenger cars 
can be built. Orders pile up faster 
than cars are delivered; most ord- 
|ers are legitimate. This spokes- 
man finds the ‘“‘true market” value 
| of cars, new and used, still Boing 
up. Nostalgically he observes: “the 
|auto is the only commodity regu- 
larly offered today at less than its 
| true value.” 


* * * 


| The World Statistical Conven- 
tion produced some dazzling ad- 
poets mathematics during a 
three-week session. Its estimated 
cost for the 1950 Western Hemis- 
| phere Census was clear, however: 
$55,000,000 for the population and 
| housing census alone, $23,500,000 
,of it for the United States. The 
{600 delegates got heart-warming 
| news of improved statistical meth- 
hove in all parts of the world, and 
|new UN leadership for better pop- 
|ulation and business information. 

The Statistical Office of UN is 
Metin 0 issuing a monthly “Bul- 


letin of Statistics.” Early in 1948 
‘it will issue a population and 
“housing yearbook giving best 
worldwide figures by area, age 
and sex, marital status, race; 
household and family character- 
istics; labor force; marriage and 


divorce, and births and deaths. A 
second yearbook, now in the plan- 
ning stage, covers industrial and 
agricultural production. 

* * ok 

The statistical convention heard 
that the U. S. birth rate is re- 
covering from its depression low, 
a fact amply supported by recent 
Census Bureau estimates. A re- 
cent estimate shows the popula- 
tion under 5 years old at 14,354,- 
000—up 35.6% above 1940, and the 
population 5 to 9 at 11,989,000, up 
11.6%. The over-all civilian pop- 
ulation at the same time was up 
7.9%. 

* * * 

Delegates to the AFL Chemical 
Workers convention here last 
week put on a rare demonstration 
of employer -employe teamwork. 
To show “cordial feelings” toward 
the boss, locals from some of th 
nation’s big drug and cosmetic 
plants enthusiastically handed out 
samples of the products they make 
General Aniline workers distrib- 
uted Glim, the new dishwashing 


product; others had shavings 
creams, hair dressings, soaps. !/€ 
Norwich Pharmacal union stol 


the show—handing out re antag 55- 
| cent bottles of Pepto-Bismol 0” 
| the morning after the convention 
beer party. 


| 


Churchward Names Peck 


Churchward & Co., West Haven, 
Conn., maker of Steelcraft pleas- 
jure boats and utility craft, Da 
‘appointed Peck Advertisiné 
Agency, New York, for a great’) 
|expanded trade and consumer Pro- 
| gram. 
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this year buy 


ar CM complete 


POSTWAR DEBUT—No-Freeze, which 

was forced to abandon production in 

1943, is using two-color half pages in 

national magazines to announce its re- 
turn to the retail market. 


No-Freeze Marks 
Return to Retail 
Markets in North 


Cuicaco — No-Freeze, a _ petro- 
leum-base, permanent anti-freeze, 
which disappeared from the mar- 
ket during the war years, is on 
the comeback trail. 

Two-color, half-page ads in the 
Nov. 1 issues of Collier’s and The 
Saturday Evening Post, and the 
November Country Gentleman 
will plug the product’s complete 
anti-freeze protection. Featured 
in the copy is the new package, 
which claims that no testing is 
necessary once the product is in 
the radiator. 

With an eye to getting prospec- 
tive customers to learn the entire 
sales story of the product, a spe- 
cial boost is given to the “Cooling 
System Manual,’ which appears 
on the back of the container. 

Unusual aspect of Great North- 
ern Research Laboratories’ No- 
Freeze is that no water is used in 
the cooling system. The distilled, 
petroleum-base product does not 
evaporate, and protection is guar- 
anteed to 35° below zero. Because 
of the difference between No- 
Freeze and the ethylene glycol- 
type of permanent anti-freeze, re- 
peated emphasis will be placed on 
the paekage instructions in all 
copy. 

Because of limited production, 
A. A. Fickerle, president of the 
company, has decided to restrict 


Look (7 le 


in the basic sources 


OF MARKET INFORMATION 


*% Advertising Age's 
CONSUMER MARKET DATA BOOK 


the marketing activities this year 
to the northern tier of states. Pro- 
duction capacity next year will 
probably permit expansion na- 
tionally. 

Starting late in summer, at a 
time when oil jobbers and dis- 
tributors are stocking up on anti- 
freeze, has necessarily meant that 
the market is somewhat restricted 
but, wherever possible, Mr. 
Fickerle plans to distribute ade- 
quate supplies through channels 
used prior to 1943, when an OPA- 


set price of $1.20 per gallon forced 
the company to abandon opera- 
tions. 

Behel & Waldie & Briggs directs 
the account. 


Appoints Sandison 

H. A. Sandison, formerly with 
the Sanford Evans Statistical 
Service, Montreal, has been ap- 
pointed eastern representative of 
Class “A” Weeklies of Canada, 
with headquarters at 1253 McGill 
College Ave., Montreal. 


WCOA Boosts Power 


Station WCOA, NBC affiliate at 
Pensacola, Fla., has boosted its 
power from 1,000 watts day and 
500 watts night to 5,000 watts day 
and night. 


Offers Lamp Display 

The lamp department of Gen- 
eral Electric Company, Cleveland, 
has developed new display fix- 
tures, called G-E Irwinner line of 
fixtures, which the company is 
offering its dealers. The six basic 


ST 
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units of the display can be com- 
bined into counter displays, wall, 
corner, platform and window dis- 
plays in more than 100 combina- 
tions. 


Complete line of artists’ materials 
Art Books 
Artists’ Rubber Cement 
Moulding. Rubber 


S S RUBBER CEMENT CO. 
314.N. Michigan Ave, Cem. 3373, Chisago | 


* Industrial Marketing's 
INDUSTRIAL MARKET DATA BOOK 
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NAB’s Own ‘Blue 


Book’ Law Given 


fo Station Heads 
Would Limit FCC 


to Engineering, 
Technical Details 


ATLANTIC Crry—NAB’s general 
counsel, Don Petty, distributed to 
the convention delegates last week 
“the first draft” of proposed radio 
legislation outlawing “Blue Books,” 
Blue Book regulations and some 
kinds of critical speeches by FCC 
members. 

Incorporating the association’s 
antipathy to government interfer- 
ence with programming and busi- 
ness matters, Mr. Petty’s proposal 
rigidly confines FCC to the role of 
an ethereal “traffic cop” concerned 
with engineering standards and 
other technical matters. 

NAB’s bill pares down FCC’s as- 
signment by excluding business 
and programming aspects of stat- 
tion operation from the area of 
“public interest, convenience and 
necessity” under regulation. 


Business Regulation ‘Out’ 


FCC is told to confine its atten- 
tion to “physical, engineering, elec- 
trical, geographical, population 
density and similar physical and 
technical factors,’ and to take no 
action “regulating the business of 
licensees.” 

Firing squarely at FCC’s “Blue 
Book,” the proposed statute pro- 
hibits the commission from issuing 
any “regulation, condition, opinion 
or requirement” relating to the 
business of a licensee or applicant 

It adds that “no such matters 
shall be inquired into or considered 
in any proceeding or action.” 

Presumably, one purpose of such 
rules is to prevent the commission 
or its individual members from 
pointing to specific “failures” of 
individual! _ stations. Currently, 
WBAL, Baltimore, is challenging 
in federal courts the commission's 
action in citing it as a “horrible 
example” of over-commercializa- 
tion. 


January Hearing Possible 


The NAB proposals are to come 
before the Senate interstate com- 
merce committee, if Congress re- 


| turns to the study of radio legisla- 
|tion during the session scheduled 
in January. 

The NAB’s bill omits many of 
|the important provisions of the 
}omnibus radio legislation sub- 
mitted by the Senate’s. radio 
“beam,” Wallace White (R., Me.). 
| Completely absent from the 
NAB bill is any reference to mul- 
tiple ownership and network op- 
tion time. Both these subjects were 
covered in White bill provisions 
resembling current FCC restric- 
tions on these subjects. 

The NAB bill omits safeguards 
assuring “equal time” for discus- 
sion of controversial and political 
issues, 

NAB also cuts down on FCC’s 
authority to revoke licenses. Un- 
der the Petty proposal, ticenses 
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( Your MEXICAN Affairs 
In 
COMPETENT HANDS 


Jacques D'Armand 

is now in charge of our 

LATIN AMERICAN 
DEPARTMENT 


Mr. D'Armand, until recently SW Divi- 
sion Manager of the United Press, is 
former general manager of United 
Press in Mexico. 


Has a background as executive, cor- 
respondent and advisor covering @ 
period of 20 years in Mexico. 


Now specializing in Public Relations ( 
and business counsel for firms doing 
business or desiring to do business in 


MEXICO 


He has the answer to your 
Mexican problems. } 


| ¢ past il 


AGENCY 


303 SOUTHLAND ANNEX BUILDING 
TELEPHONE R-5505 


DALLAS, TEXAS 


renew auiomatically unless the 
commission proves in _ federal 
courts that “conditions exist which 
would have warranted the refusal 
‘of the original application.” 


Monsanto Names Stewart 


John W. Stewart, formerly New 
England representative of Aqua- 
Sec Corporation, New York, has 
been appointed to the New York 
sales and development staff of the 
textile chemicals department of 
Monsanto Chemical Company. 


R&R Names Walker 


Harold M. Walker, formerly di- 
rector of advertising and public 
relations of Sach’s Stores in New 
York, has been named copy and 
art director of the Seattle office of 
Ruthrauff & Ryan. 


Advertising Age, emoer Ze 
|tor. He joined the Navy in 1943 
|and has been freelancing since hj 
| discharge in 1946. 

| Serving under William C. Git. 
|tinger, vice-president in charge of 
sales, Mr. Mann will work closely 
with Hubbell Robinson, vice. 
president and director of 
grams. 


Mann Will Direct 
CBS Commercial 
Program Work 


New YorK —Robert J. Mann, 
former advertising agency execu- 
tive, has been appointed director 
of commercial program develop- 
ment of the Columbia Broadcast- 
ing System, effective Sept. 22. 

Mr. Mann started in advertising 
in 1935 as a copywriter for Young 
& Rubicam. After a year with 
McCann - Erickson, he moved to 
Pedlar & Ryan, where he wrote| Pe ns : 
continuities and commercials, | Will ee te 7 ° yr me 

, | Campus a ouston Halli and wil] 
guest an ramatic spots and alee | prevent discussions of problem 
pare universal concern by people of 


In 1939 he went to Ruth- /national and international impor- 
rauff & Ryan as radio copy direc-' tance. 


pro- 


Plan Sunday Forum 

The University of Pennsylvania 
and Station WCAU, Philadelphia, 
will cooperate in presenting the 
“University of Pennsylvania 
Forum” every Sunday, 1-1:30 p.m. 
beginning Oct. 5. The program 


| 
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Here’s the advertiser. Here’s the pub- 
lisher. Right smack in between — the 
reader! 


The advertiser has to draw the reader 
to his product under his own power... 
unless the publisher gets behind and pushes. 

And how does the publisher push? By giving 
the reader all-out service. 


In AviaTion WEEK it pays off like this: 


The reader gets all-aviation news coverage, technical 
and non-technical, in a single magazine. The advertiser 
gets all-aviation buyer coverage in a single magazine. 


The reader gets the current week’s aviation news via the only 


weekly in the business, on a new, high-speed publishing schedule. 

The advertiser gets precision timing for his product news while 
it’s hot . . . plus the advertising impact available through weekly 
frequency. 


The reader gets technical accuracy and news reliability through 
the strongest editorial force in aviation journalism. The adver- 
tiser gets a leading, dominant medium. 


The reader gets a new concept in an aviation magazine, geared 


to the pace of his business, edited and departmentalized to give 
him all the news, fast. The advertiser gets the economy of more 
active reader-buyers for his advertising dollar. 
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Naylon to Use 
. , a = 
‘Life’ in Drive 

NewarK—Naylon nail enamels, 
lipsticks and manicure sets will 
get full-page full-color advertis- 
ing in Life, starting with the Sept. 
29 issue. 

The five-time drive by Schefel 
Brothers here is set to appear at 
two-week intervals, ending with 
the Christmas season, and will 
run in addition to Naylon’s regular 
national advertising schedule. 

Emphasis is on the functional, 
easy-to-use qualities of the Naylon 
bottle and applicator; the “tena- 
cious, long-lasting, high gloss 
qualities of the nail enamel itself,” 
rather than on the color. Window 
displays, counter cards and point- 
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of-sale material will supplement 
the magazine promotion. 

Grey Advertising Agency di- 
rects the account. 


Bell to Donahue & Coe 


J. Raymond Bell, formerly di- 
rector of advertising and public 
relations for Capital Airlines, 
Washington, has joined the execu- 
tive staff of Donahue & Coe, New 
York. He was formerly director 
of advertising and publicity for 
Loew’s theaters in Washington 
and eastern publicity manager of 
M-G-M. 


Moffatt to Retire 


Charles R. Moffatt, director of 
advertising of United States Steel 
Corporation of Delaware, Pitts- 
burgh, will retire Sept. 30 after 
40 years with the corporation. 


Warwick to Spend 
$250,000 in Sales 
Contest Program 


CuIcaco—Warwick Mfg. Com- 
pany, maker of Clarion radios, re- 
vealed at the first of a series of 
distributors meetings last week that 
it will conduct a $250,000 mer- 
chandise prize program this fall 
to boost sales by distributors and 
retailers. 

Warwick introduced a new line 
of Clarion receivers at the meet- 
ing here. Models ranged from 
$17.95 table sets to a $239.95 AM- 
FM radio-phonograph combina- 
tion. The sets will be advertised 
in newspapers in a dealer coop- 
erative program, and a 13-week 


/employes. 


29 


Co., Dayton, sales promotion or- 
ganization handling the contest 
for Warwick, has prepared sales 
presentations for use by distribu- 
tor salesmen. 

Harry L. Thomson, account ex- 
ecutive for Cappel here, said his 
company’s “basic thinking is to 
use nothing but nationally adver- 
tised merchandise items as prize 
offers.”” Cappel, MacDonald pre- 
pares such sales contests for lead- 
ing manufacturers in various in- 
dustries. Its present campaigns 
include Chevrolet’s $2,500,000 
“Bring Them Back” service pro- 
gram (AA, Sept. 8). 

Agency Service Corporation 
here handles Warwick space ad- 
vertising, and Gregory & House, 
Cleveland, handles the radio ad- 
vertising. 


15-minute transcribed radio series 
is also being prepared for dealer 
use. Warwick, which last season 
used column ads in Better Homes 
& Gardens, Collier’s, Country 
Gentleman and The Saturday Eve- 
ning Post, may later schedule ads 
in magazines this fall. 

“To our knowledge, Clarion is 
the first of the old-name radios to 
employ the device known as the 
merchandise incentive plan,” Reau 
Kemp, vice-president in charge 
of sales for Warwick, declared. 


Cappel Prepared Plan 


He pointed out that prizes rang- 
ing up to $500 in retail value will 
be awarded on a point system to 
distributor sales managers, their 
salesmen, retailers and retail sales 
Cappel, MacDonald & 


I epee an 


AVIATION WEEK is only a few months’ old. Yet, 
even now, McGraw-Hill researchers are in the 


LE TROT. uss “Meme mae=oDm eee 


field checking reader reaction. Soon the first 
reports will be in your hands. In the mean- 
time, however, you may like to know that 
more than 200 advertisers are currently using 
AviATION WEEK because they implicitly be- 
lieve in the soundness of our premise . . . that 
all-out reader service promises greater adver- 


tising results, 


A McGRAW HILL PUBLICATION 
330 West 42nd Street, N.Y. 18, N.Y. 


Gets Pen Account 


Van Dine Bros., Paterson, N. J., 
maker of Major League pen and 
pencil sets, has appointed S. Duane 
Lyon, Inc., New York, to handle 
its account. 


.. WHEN YOU 
BUY RADIO IN 
METROPOLITAN 
NEW YORK... 


MORE AND MORE 
ADVERTISERS ARE 


..» BECAUSE THEY 
KNOW THAT: 


WAAT DELIVERS 
MORE LISTENERS 
PER DOLLAR IN 
NORTH JERSEY 
AND NEW YORK 
CITY THAN ANY 
OTHER STATION 
.-- INCLUDING ALL 
50,000 WATTERS. 


INCORPORATI 


G AVIATION AND AVIATION NEWS 


| oy FIRST IN AM 


FIRST IN COMMERCIAL 
FM (WAAW) 


SOON FIRST IN 
TELEVISION 


New Jersey's I‘ Station 


=n T 
OW THE 
DIAL 


NEWARK-NEW JERSEY 
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Advertising Age, September 22, 1947 


M4 a * "T TEM OAT RO 7 > 
Cleared with Frankfort Starts ‘Business WE LE TI SUS SAY: Sra GENERAL WOMEN’S OUTDOOR 
American Newspaper Advertis- ” ‘ - 1947 1946 1947 1946 
ing Network finds inaccurate a A d A , - - 3 Serr hue. «SEPT “Sr MwGCSEPT. 
Private Lines item in AA Sept. 1, I ssociates MAGAZINE . a om 
which said that Frankfort Dis- WaASHINGTON—Ada Lillian Bush, 
tillers Corporation “was not al- former Commerce Department ened TREND 4 $00 — 
pes age Bay ange — > ropes market research expert, an- (In Thousands - 1250— 
news story on a Frankfort cam~|nounced the opening here last Meda rrer: 9 ‘a. 
paign in this group and in other , p = 1000 = 
” week of Business Aid Associates, ° 
newspapers. The story was|". , ; 
cleared with Frankfort, ANAN with offices in the National Press a 
said, before its release. building. COMICS WEEKLIES CANADIAN 
<ciecniiatheiaiige As chief of the Consumer Mar- —1947—~ 1946 —1947—~ 1946 — 1947 —~ 1946 — 1947 —~ 1946 
Head kets Section in the Bureau of SéPT AUG. = SEPT SEPT = AUG. SERT. Aue. SY ke Sé0r% AUG. Seer. 
ead Art Center Foreign and Domestic Commerce,|| 2700 — ie = 400 — 
George Baker has retired as| Miss Bush participated in or sup- od al i 
; F a 475 4a 300 
president of National Advertising |ervised the “Consumer Market 
Art Center, New York, a clearing | pata Handbook of 1939”; the 50- 150 = 47 — 200 — 
house for commercial art, and will city series on “Consumer Use of aaa iia aia 
move to Florida for his health. Salasted Goods and Services b 
Richard C. Staunton and Millard I , » and “S ti y 
G. Prevo, long associated with the ri Cc gd an Pg ons 
center, have taken over his in-|for Use in Making a City Survey, SEPTEMBER ADVERTISING LINAGE IN NATIONAL MAGAZINES 
terests. 1939,” among others. ; 1947 , + 1946——_, r 1947 er 1946——__. 
She resigned from Commerce in ‘Pages Lines Pages Lines Pages Lines Pages Lines 
1940 to join the subcommittee for , ager any sii a ones ae som | a ot ttn 58.4 14800 as - 
. . . ce iction ee 4.0 ® . ’ merican eman. oJ. ’ 0 vA 804 
economic study of the Association | jmerican Magazine 51.0 21,451 70.5 +~—«-29,642 | Field & Stream. 80.4 34,501 84.3 36,175 
GENERAL FOODS of American Railroads. American Forests.. 14.7 6,160 12.1 5,082 | Fur-Fish-Game 24.9 10,680 21.0 8,991 
In her own consulting service, | American Home 74.6 47,128 68.2 43,080 Hunting & Fishing 23.9 10,277 29.4 12,618 
° ° F * _| American Legion 17.9 7,521 23.9 10,056 Outdoor Life ...... 70.3 30,150 73.5 31,538 
advertised in she will be concerned with an-|‘ocrican Mercury. 5.3 959 4.6 843 | Outdoors ......... 16.2 6,945 18.5 7,763 
alysis of markets and business op-| atlantic Monthly 14.3 6,020 27.8 11,445 | Sports Afield ..... 71.7 30,770 70.0 30,045 
portunities. The organization in-| Better Homes & nina 
cludes Elgin Groseclose, counsel Gardens eoeeesece 146.0 92,277 101.0 63,993 Total Group 346.5 148,163 346.2 147,934 
in the field of taxation and finan- Christian Herald 31.3 13,431 28.6 12,278 YOUTH 
zi COUMTAOUE ki ccavess 4.5 3,071 3.5 2,404 American Girl 19.5 8,370 20.5 8,800 
cial management. Cosmopolitan ...... 63.1 27,077 84.2 06108 | Goer tite ........ 23.7 16.142 20.2 13,759 
——_—_—_—_—_— a ae og arene rs Saat {Calling All Girls... 28.6 12,348 47.4 19,921 
. : . . , . , Chtid. Tite 4... 5. 281 6.6 15 
— Earnings Show Increase . Eagle Magazine 3.7 1,544 3.5 1,456 soe Road for ahaa 
Gi): The annual report of the Harris- Saag se ee erences es ea Fe heer CCRT ere 14.2 6,087 15.4 6,462 
4 Seybold Company, Cleveland,|pequire (Natl) ... 82.7 55.552 103.9 69,832 | S°venteem --+---ee. — ee 
FOR 18 YEARS manufacturer of offset lithographic} pxtension ......... 13.9 9,556 15.5 10,703 Total Group 258.2 158,595 307.4 186.300 
printing presses, power paper cut-/ Fortune ........... 124.8 78,842 150.9 95,353 Comics MAGASINGS : 
b th bh ters, and other related products,| Grade Teacher, The 41.3 18,207 44.6 See! octane A Eee. Bf 930 3.9 1.48 
ecause ey ave shows consolidated net earnings|Harper’s Magazine. 26.1 6,217 31.0 7,389 hey Sutinien. 5.0 1.935 6.0 per 
of $960,292 for the fiscal ear | Holiday ........... 29.1 19,761 51.5 35,000 “plieaente agile a delete 2 art 
sales INFLUENCE le June 30, 1947. Net saniians House Beautiful... 123.0 77,762 121.5 176,810 = eats aga 10.0 1,260 6.0 756 
’ : House & Garden... 119.1 75,260 93.9 59,356 Boy bake. ¢ MT oa : ’ ‘ = 
last year were $387,967. Improvement Era.. 23.6 10,112 22.4 a) eo oo “as oie oe 
Instructor ........ 37.7 25,775 38.0 25,975 HEOUD seccsesess .. 5,29 o 3,969 
Stiabaliiem ‘hens +Polly Pigtails ... 3.9 3,618 13.0 4,949 
oo 14.0 5,987 18.3 7,870 | True Comics ...... 4.1 1,548 4.3 1,625 
Mechanix Illustrated 57.7 12,935 63.7 14,269 n 
Ye you whe Motor Boating .... 82.4 48,437 95.3 56,032 Ea A hn ae iy 14,483 43.7 = 15,109 
National Geographic 37.0 8,764 33.0 7,812 ic peg ~ eee ska e 
Nation’s Business 42.9 18.401 51.3 22.016 cAmerican Weekly. 66.8 66,795 53.0 52,984 
~ Sigeeeaae: Pee .. «29.8 20,230 22.0 14,960 | Business Week 288.5 (121,162 327.1 = 137,368 
Popular Mechanics. 156.5 34,832 146.1 32,733 | Christian Advocate. 15.9 6,696 Py ee 
Popular Publications 4.9 1,097 12.2 BAD *. > _iplalea lel ai bas s1931 (lene eee 
lf Popular Science 142.1 31,839 134.5 30,128 «> Oy lle coded dale se vp : 
NG Redbook °8.1 12,044 444 19.061 | Forbes ..,...-.e6. 25.6 10,959 23.9 10,211 
y A cated ty ry ; : WME \, dikes eo «a 25.5 26,744 23.0 24,1538 
pou ge 13.5 5,791 10.7 4,571 TAbert 22.3 9563 92.3 39 616 
Scientific American, 6.4 2,752 8.2 OE yd RES oy +. .? ore 
gang cirinnegetan 16.7 7021 29:3 9541 | tafe ccvcsscccenese 249.6 169,694 241.9 164,465 
Sirect & mith All ’ ’ ee: Sees 70.5 47,907 60.0 40,830 
Meltion Grp 1.0 186 3.0 558 Newsweek ........ 184.3 77,417 220.5 92,618 
sien eains ' Ps ‘ : ‘New York Times 
DOMMOE on kai vices s 83. ¢ . ,19 $ ; 
a RR As A Renee ees sons a7 ons 
Town & Country.. 133.5 5 89,682 245.2 164,766 New Yorker ...... 179.1 76,843 201.5 86,454 
eS ee rea em, 39.7 14.020 52.0 22.291 hPathfinder....... 20.4 8,747 25.2 10,816 
a*Varsity 8.1 5142 ‘ ig.) Meee eer 18.6 15,830 14.4 10,325 
Varsity ss... es. 8. 5, fi, cee es dhateréay Bvenian 
Fachting ....++.+. $3.9 8=§=648,746 §=—108.1 = 68,568 A nh cance oe 09.1 210,151 311.7 211,931 
* Saturday Review of 
at a 2,108.8 1,044,865 2,316.2 1,164,894 Literature ...... 36.0 15,442 35.8 15,359 
I \ RE ic 3 acs 192.8 = 82,511 310.0 = 90,090 | Ons Week Mazes RO 
ae 100 +) j CY say mVvE — Family Circle ..... 23.9 10,269 19.1 8,198 peal ‘ 48.7 42.366 37.0 91.471 
——=. Sa \) . = GIAMOGUP .sisssicss 153.7 65,923 227.5 ae.) ioe 2 240.0 100732 272.0 114,280 
= LH II i uu wy yood Housekeeping 166.7 71,521 160.0 cE -- 4 72. 
s | {I I Harper’s Bazaar .. 213.6 135,006 290.6 183,682 | @United States on 59 ee 7.057 
state tHolland’s ........ 20.5 14,368 17.4 13,162 NeWS ..seseeeeee 127.5 53,558 = 159.7 67,05 
|Household ........ 97.7 8,85 19.5 3,315 : 2 
aoe? ae eee ats (rake Total Group .2,307.9 1,320,687 2,535.7 1,402,390 
Ladies’ Home Irn, 152.6 103,799 132.2 89,884 ane & tasteied te total 
Mademoiselle ..... 239.7 102,817 240.8 103,317 oe Sees ae See 
McCall’s 86.1 58.536 93.8 63,811 +Page size change since last year. 
Modern Romances — ‘ ; . , aNo September, 1946, issue. 
(MM) panies 39.8 17,059 41.3 17.726 bIncludes space sold in combination with Heroic and 
Modern Screen Ewer ; ‘ . A Jingle Jangle—bi-monthly. 
, WE Concesscaue 48.9 20,963 52.7 22,620 cFive issues 1947; four issues 1946. 
When you come out to the Da-| potion picture (38.0 16,282 64.9 27,820 dFive issues both years. 
° Movieland hace 12,437 32.0 14,214 eOne issue 1947; five issues 1946. 
kotas for your pheasant hunting, | sovie Lite Jo. 11 | 33.2 14,253 31.7 13,578 sPublished bi-weekly. 
: x 5 : . . Movie Show ...... 25.6 10,992 36.8 15.794 hPublished every other week 1947; weekly 1946. 
this Season—if you come within | sovie Stars Parade 32.2 13,824 31.9 13,707 CANADIAN 
® Movie Story (F)... 36.8 15,804 61.0 26,169 Canadian Home 
about 100 miles of Fargo, Mins ........... 32.2 13,824 31.6 13,564 pS 61.9 42,110 59.0 38,058 
ee ee ° 5 Parents’ (N. Y. Canadian Homes & 
the “natives” these questions: Metro. Ed.) ..... 102.5 43,974 106.0 45,478 Gardens ........ 65.6 44,085 53.7 36,067 
Parents’ (Natl.) 93.9 40,267 100.1 42,921 Chatelaine ........ 63.7 43,283 55.5 37,754 
r Personal Romances. 25.3 10,842 31.7 23,617 | a®ZAbOrty ..icic cess 33.4 14,321 45.8 19,635 
W here do you shop? Photoplay (Mac).. 8.8 25,227 69.7 29,896 | Maclean’s (2 issues) 96.2 65,413 $2.2 55,880 
he ee : * Promenade eke. eee 16,986 39.6 27,745 +Mayfair .......... 84.6 56,825 
(They'll say in Fargo. ) Radio Mirror (Mac) 36.6 15,720 39.3 16,876 | National Home 
P *Real Romances 19.0 8,081 22.0 9,517 Monthly .....s<. 37.3 25,376 41.9 28,476 
*Real Story ....... 19.0 8,081 22.0 9,517 | New World ....... 36.5 24,839 34.4 23,420 
TLat'’a — ee : 9|*Screen Guide ..... 29.0 12,4387 cies, wocekes Revue Moderne, La. 38.6 26,226 24.9 16,912 
W hat s youl fay orite station Screenland Unit 23.5 10,071 36.4 15,615 Revue Populaire, 
a4 wh od Oty Sereen Romances.. 42.1 18,058 45.6 19,576 Pa Ok a 5 46.2 32,313 37:1 25,939 
( Chey I] say WDAY, PEE: iwseceoase es 20.2 8,654 17.5 7,496 *Bamedl, EG . 50.20 30.7 21,476 27.8 19,416 
—m Today’s Woman 21.5 9,242 20.5 8,807 aia — 
six to one.) True Confessions Total Group 510.1 339,442 462.3 301,557 
WIND ... poe kedeais bs 3 43.9 18,839 58.3 $6013 | eee 
. ° True Experiences *August linage. 
One big town 1n the center of a os ae eee 37.0 15,885 40.8 17,508 +Not included in totals. 
. a True Love & Ro- aFive issues both years. 
r ally rich farm area, served by mance (Mac) ... 36.7 15,762 41.1 17,632 *Canadian National Weekend Newspapers 
> . . 9 7 True Romance (Rotograyvure Linage) a 
one favorite station—that’s why| (tac) .......... 39.2 16,807 42.1 18,047 | Star Weekly ...... 62.7 59,594 51.9 58 
True Story ... ai 9.3 25,281 63.0 26,655 Montreal Standard. 39.3 39,368 39.1 } 14 
we v e grown so tremendously in| Vogue (2 issue 2s).. 354.0 223,749 471.7 298,117 La Presse ........ 45.1 45,104 41.5 41,48 
25 f Woman’s Day ..... 60.4 25,918 40.4 17,322 Ra POEEIO NAcc cassane 34.5 34,457 25.9 J 
our J V ears: | Woman's Home —_—_—_- oO" S-—— — ey 
| Companion ..... 82.0 55,769 79.3 53,841 Total Group 181.6 178,523 158.4 162,004 
Total Group », 862.2 1, 4 37,083 3,390.9 1,748,199 *August linage. 
FARGO, N.D. NBC..970 KILOCYCLES .. 5000 WATTS 


FREE & PETERS, INC. 


Exclusive National Representatives 
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Kentucky to Advertise 


The Kentucky Chamber of Com- 


Editors Elect Officers 


The Cincinnati 
merce will launch a campaign next | Industrial 


Editors 


| | Other officers 


Association of 


pany, 
has reelected 


| bert, 


include Edward 
Forest, Allis-Chalmers Mfg. Com- 
vice-president; 
Station WKRC, 


Lila Lam- 
treasurer, 


month in national business maga-|A. J. Mittelhauser, Cincinnati Mil- | land Louis Fields, Container Cor 


zines to solicit new indu 


stries. 


ling Machine Company, 


president. | poration, 


secretary. 
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97,458 
86,454 
10,816 
10,325 


211,931 


15,359 
16,097 


31,471 
114,280 


67,057 | 
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402,390 


oic and 


1946. 


56,18 
29.14 


‘awar d 
fg. Com- 
ila Lam- 
treasurer, 
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“~——__ THE HUGE SEATTLE MARKET 


ZA WALUSICN ACUNUICHLIA! scwncunan 


*Source. Media Records. 


Represented by O'MARA G& ORMSBEE, New York 


* National advertisers find a dream come true 
in the big lone of the nation's top 15] Seattle 


market. One medium, The Seattle TIMES, sells the 
market single handed! 


* Local advertisers place the bulk of their 
advertising in The TIMES. 


The local merchant knows! His cash register 
measures results daily. Use his time-tested 


advertising and selling method —concentration 
in The Seattle TIMES. 


You can’t sell Seattle without The TIMES. 
You can sell Seattle with The TIMES. 


FIRST in Circulation + FIRST in Advertising - FIRST in Results in Seattle 


Detroit « Los Angeles ¢ San Francisco 
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National Pressure 
Cooker Schedules 
Largest Campaign 


This Week Magazine and New 


York Times Magazine. A special 


| 
| 


campaign of half pages in two 


/colors will run in numerous farm | 
| Magazines. 
On Sept. 18, the latest addition 


| The new product will also be pro- | 
| moted by point-of-sale material. 


FCC Approves KNBH 


| National Broadcasting Company 


Eau Cvraire, Wis.—Nationa]|to the line, the six-quart “Meat- has received FCC approval for thé 


Pressure Cooker Company will 


|master,” first saucepan of that 


|/use of call letters KNBH for the 


start its largest three-month cam-|size on the market, was intro- | ¢t’s Hollywood television station. 


paign late this month. 
in the budget is the cost of net- 
work radio, to be used for the 
first time by the company. 
Beginning early in October, the 


company will sponsor “Meet the) 


Missus” over 30 stations of the 
Pacific Coast and Rocky Mountain 
networks of CBS on Saturday. 


The half-hour show will be con-| 


cluded with demonstrations . of 
pressure cookery to the studio 
audience. 


The company has also sched-| 


uled a record number of inser- 
tions in magazines and newspapers 
from now till the end of the year. 
Half pages and two-thirds pages 
in two and four colors will ap- 
pear in national magazines, in- 
cluding The American Weekly, 


Kits: Pats. Pend. 


These convenient Kits are con- 
stant reminders of the service 
you perform or the product 
and they 
are so handy that your pros- 


you manufacture... 


pects, customers and workers 
wil keep them. They contain 
useful tools for making repairs 
around the home, office, farm 
and automobile as well as 
building and hobby- 
crafting. Tools are of high- 


model 


grade alloy steel. Handles are 
of bright red, durable plastic. 
in the 


hollow handle for convenience 


All tools are housed 


—and individually packed for 
use as a gift. Handles can be 
imprinted . . . with your name 
or trade mark . . . at nominal 
cost. For complete information 

write for descriptive litera- 


ture. 


Over 44 Years in Business 


STANDARD PRESSED STEEL CO. 
JENKINTOWN, PA. Box GLB 


|Space will run in newspapers in 
the metropolitan area and other 
sections of the country, as the 
|‘‘Meatmaster’” becomes available. 


Included |duced in the New York area, Studios will be constructed ad- 


|joining Hollywood Radio City, 
|and a transmitter, on Mt. Wilson. 
| KNBH has been assigned Channel 
4 and will operate on a frequency 


|of 66-72 megacycles. 


AGU YY 41y J U 
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Joins ‘UN World’ he Scoop Account 


William F. Ainsworth, former FR Corporation, New York. ; 


promotion manager of Simplicity; named Kastor, Farrell, Chesly ¢ 
style magazine, has been appointed | Clifford, New York, as its agency 
to the advertising staff of United | for Scoop, a soapless detergen; 
Nations World. He also formerly|Norman A. Mack & Co. = 
was associated with Redbook. Bow. 


| York, formerly handled thx ac. 
count, 


Demont Gets Promotion 


| ssnpedialatedactea 

A. G. Demont, who has been | Appoints Longton 
with Imperial Oil Ltd., Toronto, | Marvin E. Longton, former) 
since 1918, has been promoted| with Foote, Cone & Belding, ha: 
from assistant general sales man- been named art director of B . 


Ana Urs 
ager to general sales manager. ton Browne Advertising, Chicag, 
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| Simpson-Reilly as its Pacific Coast 
| representative. The new magazine | 
will be sold through Independent | 
Grocers Alliance Stores through- 
out the country. 


Buys Packing Plant 


Cudahy Packing Company, Chi- 
cago, has purchased the Machlin 
Packing Company, Fresno, Cal. 
H. H. Guffey, formerly in the 
Cudahy beef department in 
Omaha, has been named manager 
of the newly acquired plant. 


Halfpenny Promoted 

| Arthur G. Halfpenny has been. 
named general advertising man-| 
ager of Northam Warren Corpo-| 
ration, Stamford, Conn., manu- 
'facturer of manicure preparations 
monthly to be published by Mar-|and deodorants. At the time of 
shall Field Jr. and John W. Mul-|his appointment he was assistant 
len, beginning Nov. 1, has named | to the general manager. 


To Simpson-Reilly 


American Family, Chicago, new 


Ungagged Allen 
Blasts Sponsors, 
Censors in Print 


New YorkK—Radio’s most caus- 
tic comedian, Fred Allen, got a 
chance to air his gripes in print 
a week ago. 

With typical lack of restraint 
he told the world, through the 
Herald Tribune, where he filled in 
for John Crosby, of the “hazards” 


that beset the nation’s radio funny- 
men. 

Said Allen of the censor: 

“The height of the censor’s am- 
bition is to delete everything in 
a comedian’s script. The censor 
would like to hear the comedian 
at the microphone reading nothing 
but punctuations.” 

Of the advertisers (Mr. Allen is 
among radio’s highest paid art- 
ists), he had this to say: 

“The comedian’s sponsor is can- 
non happy every employe 


arley Articles In Collier’s Hailed By 


ditors, Columnists & Commentators 


As Biggest 


— 


For 5 Weeks 
The Whole 
Nation 
Read Farley 


Story 


Newspapers published over 


52,880 Columns of Publicity 


on The Ist Installment Alone 


in Years. 


Talked Farley 
Heard Farley 
Over & Over 
Again 


2s: pia 


Radio Commentators De- 
votedIRUReeherstitasof Air 
Time to Discuss Part I Only 


33 


in the sponsor’s factory has been 
shot out of a cannon . the 
comedian doesn’t dare complain. 
The comedian knows the sponsor 
doesn’t have to put him in a can- 
non to fire him.” 

The veteran wit, who will be 

back on the air for Standard 
Brands this fall, also took a pot 
shot at the agency executive, iden- 
tified as “A man who has read 
‘The Hucksters’ . . . and must be 
able to annoy the radio comedian 
at rehearsal by not laughing at 
his gags.” 
Another annoyance mentioned 
| was the survey, which he said de- 
|termines the comedian’s popularity 
by calling a few hundred of the 
60,000,000 radio owners’ each 
month. 


Smith Names Moore 


| Joseph C. Moore, formerly in the 
|technical news division of John 
Mather Lupton Company, has been 
named engineering editor of Harry 
|W. Smith, Inc., New York tech- 


nical publicity organization. 


| 
| 


fueloil € oil | heat 


74%, OF THOSE INTERVIEWED 
KEPT A FILE OF ‘FUELOIL 
& OIL HEAT” (AND ITS COM- 
PONENT PUBLICATIONS), THE 
OLDEST FILE THEY ENCOUN- 
TERED HAVING COPIES 14 
YEARS OLD — FROM 1933 


This is another of the impor- 
tant facts uncovered by FACT 
FINDERS ASSOCIATES, Inc., 
top flight national survey or- 
ganization, in a personal face- 
to-face check of owners and 
employees in 21 cities, from a 
list of their own selection. 


Write for further facts. 


FUELOIL & OIL HEAT 
232 Madison Avenue 
New York 16, N. Y. 
LExington 
2-4566 


oulsheat: 


The one dominant publication in an industry 
which is selling annually to the U. S$. public 


$190,000,000.00 worth of new oilheating in- 
stallations 


$ 12,000,000.00 worth of replacements 
$ 13,000,000.00 worth of parts 


$ 25,000,000.00 worth of maintenance services 
$400,000,000.00 worth of house-heating oils 


a 


“They all want oil hburners!’’ 
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Stork Club Head 
Treats Customers 
-They Advertise 


Yearly Gift Budget 
Close to $200,000, 
Billingsley Reveals 


By MAURINE BROOKS 


New York—Sherman Billings- 
ley, owner of the world’s most 
famous night club, depends on his 
customers to keep it that way. On 
the theory that they are his best 
salesmen, he spends nearly $200,- 
000 annually to keep them en- 
thusiastic about the product. 

Not every pretty girl who visits 
the Stork Club goes home with a 
half ounce of French perfume, 
compliments of her host, but those 
who do spread,the word around. 

The charming Mr. Billingsley is 
second only to Santa Claus as a 
practitioner of the art of gifting. 
His record as a donor of lipstick, 
neckties, cigaret cases, flowers, 
champagne and perfume has yet 
to be challenged. 

One of the largest single items 
on his gift budget—which serves 
the same purpose as advertising 
for other cabarets—is imported 
perfume, bought at the rate of 
$40,000 yearly, wholesale price. 


Uses Daughters’ Names 


At a signal from Mr. Billings- 
ley an average of 50,000 lipsticks 
—in three shades, Barbara, Jac- 
queline and Shermane after the 
Billingsley daughters—are  pre- 
sented to his guests every year. 
Hand-painted ties, of which he is 
inordinately fond, gold cigaret 
cases, cigaret holders, lighters, 
watches and pen and pencil sets 
go to the men. 

One doesn’t have to be beauti- 
ful, famous or wealthy to rate 
such treatment from the Stork 


Club impresario, but it helps. A) 


man of moods, he doesn’t allot his 
“good will” expenditures with the 
scientific preciseness applied by 
most advertisers. 

A gray-haired little lady from 
Toledo on her first visit to New 
York may look up from her din- 


ner with delight to find a bowl of 


red roses and Mr. Billingsley’s 


card. 


It is, of course, the celebrities | 


ASK THE — 
BRANHAM MAN 


v , 


—the Stork’s chief attraction— 
| who inspire Sherman’s most lavish 
/expenditures. He avoids the ques- 

tion of what he has presented 
/whom, but the story is that on 
/holidays he distributes diamonds, 
furs and automobiles among his 
‘favorites from Hollywood and 
Broadway. 
| As long as the Stork’s Club 
‘Room remains one of the best 
| Manhattan spots to be seen in to 
|get one’s name in print, big and 
little lights of stage, radio and 
screen will flicker in and out reg- 
ularly. And this probably will be 
for quite a while, since Sherman 
numbers among his good friends 
many of the top columnists. Wal- 
ter Winchell, Dorothy Kilgallen, 
Leonard Lyons, Louis Sobol and 
George Jean Nathan are club reg- 
ulars. One of the last articles 
Damon Runyan wrote before his 
death was on the Stork’s owner. 

Mr. Billingsley is well aware of 
the odds in his favor in this par- 
ticular, but he believes his money 
on gifts is well spent and con- 
siders himself lucky—especially 
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when he takes note of what his|hundreds of ash trys—$1,900 for 
competitors dish out for big name|a month is the record—which cus- 


floor shows 
goers. 


Resents Perfume 


Most people are delighted with | 


Mr. Billingsley’s presents, but not 
a movie he-man, who became in- 
explicably miffed when a bottle 
of perfume was sent to the at- 
tractive girl at his table. Later, 
the story goes, it was discovered 
that the actor, who, rumor has it, 
uses perfume, thought the gift 
was intended for him. 

Another slight mishap ended 
more happily for Sherman. 
Through some mysterious error, 
a case of champagne intended for 
a Stork habitue from Fifth Ave. 
as a Christmas present was de- 
livered. instead to her maid, much 
to the amusement and amazement 
of all concerned. 

Other items charged off against 
promotion include cards put in 
every hat checked, matches 
dropped in overcoat pockets by 
the check girl as a routine, and 


to lure nightclub-| tomers carry out of the club every 
| day. 


Sues Imitators in Field 


Having, in 15 years, made the 
Stork Club a famous name 


around the world and a business | 


that grosses $2,000,000 annually, 
Mr. Billingsley spends thousands 
bringing suit against night club 
and restaurant operators who de- 
cide to capitalize on the tag. 

Currently suits are pending 
against club owners in Detroit, 
Chicago, Baltimore, Boston, Den- 
ver, San Francisco, Los Angeles, 
Houston, New Orleans, Jersey 
City and Des Moines. Many 
“Stork Clubs” in remote sections 
have escaped legal notice; others 
change their names as soon as 
requested to do so. 

Of the cases which have reached 
the courts to date, three have been 
decided in Mr. Billingsley’s favor; 
and one, in San Francisco, against. 
If the latter, which has been ap- 
peated to the’ U. S. Circuit Court, 


turns out favorably, he believes 
his worries on this scale will be 
over. 

“We don’t intend to get exciteg 
about clubs called ‘Stork’ in Lon- 
don, Paris, Berlin, Japan angq 
China,” he said with a smile, “aj 
least, not yet awhile.” 


Adopts Insigne 


The Typographers Association 
of New York, a group of 61 ma- 
chine typographers belonging to 
the New York Employing Printers 
Association, has adopted a new 
insigne, which shows Johann 
Gutenberg. The accepted design 
won a $25 bond for a student in 
the NYEPA’s advertising layout 
and typographic design evening 
course. 


Whiting Sets Fall Drive 

Frank M. Whiting & Co., Meri- 
den, Conn., gold and silversmith, 
will continue its 1947 campaign 
with a fall drive in Brides 
Magazine, Guide for the Bride, 
Harper’s Bazaar, House Beautiful, 
House & Garden, Junior Bazaar 
and Vogue. 


| 


| 
| 
| 


| 


| 
| 


*Editorial screening in BH&G 
produces a whale of a market 
for soap! There are over 
20,000,000 ears to wash in 
BH&G families—finger marks 

from 100,000,000 fingers to 

wipe off woodwork—more than 
10,000,000 pairs of stockings 
and socks to wash every day— 
some 1,940,000,000 dishes 
alone to wash every month. 
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Pacific Hooperatings 
Puts the Whistler First 


The August Pacific Program 
Hooperatings Report shows “The 
Whistler” in first place among the 
first 15 programs on the Pacific 
Coast, with “This Is Your F.B.I.” 
second and Jack Paar third. 

The average evening audience 
rating is 5.4, a decrease of 0.4 
from the last report, and a de- 
crease of 0.6 from the rating for 
the same period in 1946. The re- 
port shows an average daytime 
qudience rating of 3.0, no change 
from the last report, and no 
change from a year ago. 


Names Edna Hoey A.M. 


Edna Hoey, formerly media di- 
rector of Carter Products, New 
York, has been named advertising 
manager of Media Digest, New 
York. 


rich in dextro 


*EARLY ANERICAN* 


ROOT BEER 


se * food-energ 


gor 


LIGHTS UP—Dr. Swett's Root Beer division of Corn Products Sales Co., New 
York, is using this new display made of plastic mounted on a wood base. The 
glass front is processed in three colors and lighted from the rear. The sign was 


made by Ansonia Sign Co., New York. 


Airline Elects King 


Stanley G. King, vice-president Wallace 


Joins Chirurg Agency 
L. Shepardson, 


for- 


and managing director of Ameri-|merly sales promotion manager of 
can Airlines of Mexico, has been | Hood Rubber Company, has joined 
elected president and managing | the Boston office of James Thomas 


director. 


Chirurg Company as contact man. 


| Israels Returns 


Josef Israels II, who has been 
on an extended leave of absence 
as a correspondent in Europe, has 
rejoined Publicity Associates, 
New York, as president. 


North Carolina 
Debates Outstate 


vs Local Agency 


RALEIGH, N. C. — The State 
Board of Conservation and De- 
velopment may decide Oct. 2 what 
agency will handle the state’s 
$200,000 advertising account, and 
it’s hoping to make the work an 
all-North Carolina operation. 

Representatives of five advertis- 
ing agencies, four of them North 
Carolina firms, entered bids for 
the account recently, according to 
J. L. Horne, Rocky Mount, vice- 
chairman of the board. Follow- 
ing the board’s meeting, it was 
disclosed that the field had been 
narrowed down to Eastman, Scott 
& Co., Atlanta, which has handled 
the account ever since the state be- 
gan advertising in 1937, and Ayers 
& Gillett, Charlotte agency. 

Mr. Horne said the board is 
“frankly exploring” the possibil- 
ity of placing the account with a 
North Carolina agency. “We now 


icture with a point 


for advertisers 


ter’s ears. 


a washstand. 


But what more do you see? 


for advertisers enters the picture. 


takes to keep a family going. 


At first look. this is a woman washing her daugh- 


At second look, it may be a family group around 


You see a screen. And that’s where the big point 


Better Homes & Gardens screens its readers. 


It sends 3,000,000 copies per issue to people who 
live in homes — and need all the things which it 


These three million copies contain no fiction. 
Cover to cover, they concentrate on service 


service for folks whose interest is better living in 


better homes.* 


That brings us to the big point of the picture. 
We offer you a market screened for interest 


screened for income — a 


3,000,000. 


class 


circulation of 


Naturally, there’s more to our story. Buying power 


— market coverage 


advertising linage growth 


the whole array of things that are important to 


space buyers. 


Get the whole story of “editorial screening” from 


your BH&G representative. 


*BH&G families spend more for their homes and everything that 
goes into them than even their prosperous neighbors in the same block 
(U. S. Census survey, 1940). 


Mths Fit Strait Magacine 
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think that after 10 years we 
should reappraise the possibilities 
of getting a North Carolina agency 
in its entirety, whose copy and 
illustration effort and whose finan- 
cial standing will permit its han- 
dling the account with no impair- 
ment of quality or effectiveness,” 
he said. He admitted that little 
purpose would be served in mak- 
ing a change if there is any sacri- 
fice in effectiveness of the pro- 
gram. 

Approximately $50,000 of the 
state’s fund is budgeted to operate 
the board’s state advertising di- 
vision, with the remaining $150,- 
000 earmarked for magazine and 
newspaper advertising. 

Other agencies said to have 
sought the account are Allen Krohn 
Company, Greensboro; Kilioy, 
Hague & Atkins, Charlotte, and 
Bennett-Advertising, High Point, 
mM. G. 


Fawcett to Print 
‘American Legion’ 


The C. T. Dearing Printing 
Company, Louisville, Ky., owned 
by Fawcett Publications, New 
York, has been awarded the 
printing contract for American 
Legion Magazine, printed for the 
past 18 years by Cuneo Press, 
Chicago. Actual printing will start 
with the June, 1948, issue. The 
monthly print order will be 4,- 
000,000 copies, with an increase 
to 5,000,000 in two years. 

Capper’s Household Magazine 
recently signed with Dearing. 
Fawcett, in addition to its own 
magazines, also prints Factory 
Management, Science Illustrated, 
Woman’s Day and other publica- 
tions. 


KCMO Joins ABC Network 

ABC has added another 50,000 
watt station—KCMO, Kansas City, 
Mo.—to its roster. The station 
recently increased its power from 
5,000 watts. Present power for 
KCMO is 50,000 watts daytime, 
10,000 watts night. 


‘Gourmet’ Names Schmitz 


Val A. Schmitz has been ap- 
pointed director of advertising 
and merchandising for Gourmet, 
New York. For the past 14 years 
he has been advertising and sales 
promotion manager of the F. & M. 
Schaefer Brewing Company, 


| xceL..o Press... 


LITHOGRAPHERS + PRINTERS + BINDERS 
400 NO. HOMAN AVENUE CHICAGO 24 1K. 
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Bigger ‘Ad Ratio 


after the stock market crash of, 
_1929. You must convince them 
/now, in advance of the need, that | 


- |it is not smart to try to fight a| 
Will Check Slum fire by rationing water and send- | 
D, ing half the fire company back | 


|to the station because we are| 


\‘conserving’ half of the available | 


Hoffman Warns es" 


New YorK—“Every cut in ex-| Adds R. o.. Dahling | 


penditures is a cut in income— 


R. O. Dahling, formerly with | 


and a cut in selling expenditures | Cramer Products Company, has | 


results in a double cut in in- 


| joined American Steel Wool Mfg. | 


come,” Paul G. Hoffman, chair-| Company, Long Island City, N. Y., 
man of the Committee for Eco-|as general sales manager. 


nomic Development and president 


a RAN 9 
of Studebaker Corporation, em- | Dooley Joins WIND 


phasized before the Sales Execu- | 
tives Club here. 


not receive it,’ Mr. Hoffman 


William J. Dooley, formerly with 
Station WKLX, Lexington, Ky., 
“First, those who would receive | has joined the sales staff of Sta-| 
as income the money paid out do| tion WIND, Chicago. | 


| 


DIORAMA—These diorama displays, installed in railroad stations and airports, 
are four feet high, seven feet long, largely made of lucite and illuminated from 
Buchanan & Co., New York, has the Clark Bros. account. 
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Cherry Quits Wrisley 


} 


i/ have not been announced. 


Barker Joins Lewis 


copywriter. 


‘Appoints Rothschild 


Detroit. 


Natalie Cherry has_ resigned 
from Allen B. Wrisley Distribut- 
|ing Company, Chicago, where she 
did advertising, publicity, sales 
| promotion, product development 
|and copywriting. Her future plans 


James I. Barker, formerly ac- 
count executive of Robert Play- 
fair & Associates, has joined Lewis 
Advertising Agency, Boston, as 


| Phil Rothschild has been ap- 
|pointed head of promotion and 
public relations of the Retail Beer 
& Wine Merchants Association, 


showed. “Second, and more im- 
portant, certain sales are never 
made because of the selling pres- | 
sure that was never applied.” 

Although the nation’s current | 
sales and advertising bill is at! 
high levels, he continued, in rela- | 
tion to the national income it is) 
“the lowest on record.” 


Criticizes Fixed Ratio 


“This is as it should be,” he| 
pointed out, “provided business | 
men are ready to spend some of | 
the money they are saving now | 
when the going gets tough.” Sales | 
executives have placed too much | 
stress on “maintaining a fixed 
ratio between advertising and/| 
sales expense and sales volume. . . | 
Actually, we do not move mer- | 
chandise with percentages—we do 
it with dollars. . . 

“IT suggest instead that profit | 
considerations should form the | 
basis for our judgment as to ap-| 
propriations for selling and ad-| 
vertising expenditures. We should | 
allocate that amount which will | 
produce the most net profit. That 
might weil be 1% in one period, | 
and 5% in another. 

“The time to prepare to fight 
a depression is before it starts, so 
right now is the time for you to 
sell top management and boards | 
of directors on the soundness of | 
a reasonably stable program of) 
sales and advertising expenditures. | 
It will be too late when some un- 
foreseen incident precipitates the 
type of hysteria we experienced 


PRINTING 


—WHITEHALL-— 


2300 


N IMPOSING group of successful | 
advertising executives find this 


a lucky number. It enables you to use 


a service consisting of ad-setting, en- 
graving, printing and creative ability 
—all under one roof... Specially 
trained men are always on their toes 
to serve you so well that you will come 
back again. We can lighten your bur- 
dens—and at the same time produce 
better and more profitable printing 
for you—at a saving of time, trouble 
and money. Phone Whitehall 2300. 


FAITHORN 


CORPORATION 


AD-SETTING - ENGRAVING + PRINTING 


400 N. RUSH ST., CHICAGO, WHitehal! 2300 


**Eldon was an only child...” 


He wasn’t allowed to play with 
rough kids, or roast spuds in bonfires 
in the vacant lots, or be a Boy Scout. 
He was sent to the movies on Saturday 
to keep him out of mischief. He started 
going to dances at fourteen, ina dinner 


jacket—his mother thoughtit was cute! 


With his own age group, Eldon 
was strictly high bicycle; and to most 
adults a total loss, although old ladies 
thought he had nice manners... And 
yet when the war came, Eldon ended 
up as a company sergeant with the 
Infantryman’s Badge, Silver Star, and 
a reputation in his battalion as a very 
hard apple on night patrols. 


Noruine in his home training, 
education and previous experience 
qualified Eldon and a few million like 
him, for military competence. The 
utterly inadequate indoctrination... 
all the rose-colored reticences of a 


benevolent government to sugar coat 
the fearful realities ... the USO, 
dry-cleaned uniforms, pin-up girls, 
and public relations officers... were 
not conducive to the martial spirit. 


A sotpier is made inhisown mind 
. . . conditioned, as the behaviorists 
say. And without benefit of learned 
counsel, we suggest that Eldon was 
wised up on the primitive facts of life, 
death and war—made ready mentally 
for military effectiveness—by the 
comics magazines. 

The comics magazines afford a 
considerable category of adventure, 
experience, morality . . . a knowledge 
of military strategy and tactics on 
land, sea or in the air, signalling, 
weapons, defense, subterfuge, politics, 
geography, and the nature of the 
enemy ... By mentally constituting 
himself as a character in the actions, 
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Proctor Offers 
Price Protection 


PHILADELPHIA—Price protection 
in case of downward price revision | 
is Proctor Electric Company’s 
latest addition to its distributor 
merchandising policy. 

The company is offering its ex- 
clusive distributors advance no- 
tice of model changes, in order 
to permit orderly inventory dis- 
posal, and has now set the mini- 
mum notice period at 60 days. 

“We believe,” says Robert M.| 
Oliver, vice-president in charge of 
sales, “that prices will hold rea- 
sonably stable. We, at Proctor, 
have a quiet, calm, unhurried con- | 
fidence in the future of the United 
States. A knowledge of where we 


| 


stand, how we intend to back up|neth K. Kellam, who resigned to | 


cur distributors and retailers in| go into business for himself. ue|U. S. Population 


true partnership fashion, is tan- | Clay formerly was general man- | 
gible evidence of our faith. It|@8er of WLAY, Florence, Ala. at 143,311,000; 


will permit all who are intimately | ia Gaines ee | West Up 24.7% 


concerned with the merchandis- 
ing of our products to do business | Mite Maen of Malena a WASHINGTON — Special Census 
with a free and easy mind.” ents sportswear wey latched m Bureau survey has indicated that 
———_——_—_ campaign using newspapers, ithe population of the United 
Shifts J. P. Smith magazines, direct mail and weekly | States has * pect Pieter 
‘ — newspapers. Milton Weinberg | increase of more an ’ ’ 
sash ie mo ak coe ane Advertising Company, Los An-|since 1940. 


named general assistant to Ken- geles, handles the account. | Based on a sample study in 
neth Collins, vice-president in | —_—_—_—_—__—_— |April, Census Bureau estimated 
charge of advertising and public | 39,915,000 civilians in the North- 
relations for Burlington Mills| Pollak Names Doner _ _ |@ast; 42,663,000 in the North Cen- 
Corporation, New York. |_ Pollak Industries Corporation, | tra] states; 42,773,000 in the South, 


| Detroit, manufacturer of Kitchen 


. Kate woodenware products, has 
KWKH Appoints Clay | named W. B. Doner & Co., Detroit, 


|and 17,310,000 in the West. 


37 
states 2,520,000 (6.3%), and south- 
ern states 1,107,000 (2.7%). 

The urban population increased 
from 74,424,000 to 83,860,000 
(12.7%). The rural nonfarm pop- 
ulation went from 27,029,000 to 
| 30,896,000 (up 14.3%). The farm 

| population fell from 30,219,000 to 
| 27,305,000 (9.6%). 


Goodrich Boosts Wey 


| Herman C. Wey, in the sales 
| promotion department, has been 
appointed assistant to W. E. Ire- 
|land, manager of passenger car 
|tire sales of the replacement tire 
|sales division of B. F. Goodrich 
Company, Akron. He _ sueceeds 


Increase of 3,427,000 since 1940| Edin J. Lewis, who has been 


Henry Clay has been named/to direct its advertising. Trade |TePresented a 24.7% boost for the named manager of petroleum com- 


| 


manager of Station KWKH,| publications and magazines will | West. Northeastern states were up 


pany sales. 


Shreveport, La., to replace Ken-|be used. 


Central 


‘Chase Appoints Doner 


Eldon and millions of other boys, 
fortunately fitted themselves for a 
world war. 

These magazines are also vital 
education and vicarious experience in 
pictures in print, widen the reader’s 
outlook, engage his imagination, add 
widely to his information. Their wide 
appeal and interest is evident in the 
fact that today they are by far the 
most popular of periodicals. 


Comics magazines circulation 
runs about 50 million per month—in 
excess of all general magazines... 
are read in 90% of the 14 million 
homes which have children of from 
eight to twenty, and by 40% of adults 
in those homes. And reread more 
than any other type of publication— 
literally until they fall apart. 

Their high coverage, all-family 
readership, influence with the age 


groups that affect decisively every 
family purchase from cereal to new 
cars ... makes the comics magazine 
an obviously powerful advertising 
medium. The medium will grow in 
stature as more advertisers realize its 
utility and effectiveness. At about one- 
third the cost of general magazines! 

And National Comics Group, with 
8 million monthly circulation (ABC), 
reaching 90% of comics magazines 
readers—with better stories, better 
content, and the editorial supervision 
of psychologists and educators—is 
easily the best medium in the field . . . 
and its titles may be identified by the 
distinctive Superman-DC symbol on 
their covers. Full data on request. 

THE NATIONAL COMICS 
GROUP, Represented nationally by 

gm Richard A. Feldon & Co., 

Smee) Inc., 205° East 42nd St., 
ee New York 17, N.Y. 


J. L. Chase Company, Chicago, 
manufacturer of upholstered fur- 
| niture, has named W. B. Doner & 
Co., Chicago, to handle its ad- 
| vertising. Trade publications and 
| direct mail will be used. Evelyn 
Lynn, formerly fashion account 
executive of Walter L. Rubens, 
has joined the agency as radio di- 
jrector and account executive. 


THE medium covering 
the new $100,000,000 
business and industrial 
photographic market 


Call or wire collect TODAY for details... 
BOLAND & BOYCE INC., PUBLISHERS 


TOP paid circulation 


and TOP PULL 
in the $500,000,000 


Radio Serviceman 


Call or wire collect TODAY tor details... 
BOLAND & BOYCE 
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Journal-American Sales Map 
of the New York MarketArea 


é a mw Havemsies 

. * at . 
This air view perspective is reproduced from Sa. sabe C2, 
the Journal-American 1947 Working Sales R C KL AN D, 


Control of the New York Market, the most 
exhaustive New York marketing survey ever 
placed between the covers of a book. A 
Hearst Advertising Service man stands ready 
to show you how the Sales Control Manual 
can do a job for you. . . save you years 
of work and planning. 
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MORS*CUSTOMERS FOR-YOU! 


: Six Months Circulation ae ReoB 4 of p= 
for period ended March 31,-1947 2 UT 4H yf ; ic 

= ee _ Eatomtowy “ 

EVENING , 


*. 05,156 


SUNDAY CITY AND SUBURBAN ‘A : 
1,001,393 


SUNDAY TOTAL 


1,242,266 
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where 700,000 families 
# prefer the home-going Journal-American 


New York advertiser. 


People make families. Families make sales. And when one 
New York evening newspaper overwhelmingly outsells the 
second and third papers combined, that is the paper to look 

Every evening, more than 700,000 New Yorkers take the to for advertising and sales success in the world’s top market. 


only by sales effort, one home-going newspaper gives you 
the family coverage you need for volume sales. 


YOUR STORY STRIKES HOME IN THE 


NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE 


Here, stretched before you. is a graphic picture of the Journal-American home, to every corner of this vast market. = 
greatest concentration of consuming power the world has 42 of every 100 New York families that read a metropolitan 3 
ever seen. Here is New York, city of superlatives, a market evening paper prefer the Journal-American ... constitute a 

of such magnitude it defies comprehension. the largest evening newspaper audience ever offered to a ... 


And here in New York, where sales opportunity is limited 4 
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Used together as a “package” 
they will put your sales story 
before the largest available 
coverage of marketing, sales, 
merchandising, and advertising 
executives concerned with 
moving goods or selling serv- 
ices to the nation’s industrial 
and consumer markets. Com- 
bination rates make this “pack- 
age” as economical as it is 
complete. 


ADVERTISING PUBLICATIONS, INC. 
THE LARGEST PUBLISHING HOUSE SERVING 
THE ADVERTISING FIELD 


PUBLISHER OF ADVERTISING AGE 


PUBLICATIONS TO SERVE You 


INDUSTRIAL MARKETING - CONSUMER AND 
INDUSTRIAL MARKET DATA BOOKS 


ome 


Ad 


‘DMAA to Stress © 
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Direct Mail's Aid 
to Distribution 


New York—‘“Speeding distribu- | 
,tion with direct mail” will be the | 
theme of the 30th annual conven- 
tion of the Direct Mail Advertis- 
‘ing Association at the Carter 
Hotel, Cleveland, Oct. 23-25. One | 
| thousand direct mail users, pro- | 
;ducers and suppliers from all 
|parts of this country and Canada 
tare expected to attend. 
| In addition to winners in the 
|association’s “best of industry” 
|competition for outstanding cam- 
|paigns and promotion of the last 
year, a series of commercial ex- 
|hibits will present materials and 
| processes used in direct mail. 

Speakers will include Willard 
| M. Kiplinger of Kiplinger’s Wash- 
|ington Service; Robert E. Wood- 
|ruff, president of the Erie Rail- 
/road, and Leo E. George, president | 
|of the National Federation of | 


| 
| 
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The Rocky Mountain Empire is a 


endowed with the stuff of which peopie build nations. From 


this expanding economy of the Empire's thirteen states 
comes 90% of the nation’s vanadium, 87% of its molybden- 
um, 85% of its silver and copper, 93% of its beet sugar, 
59% of its wheat, and more than half of its sheep and 
7 lambs * There’s money in the pockets of Empire buyers. 
H Denver's bank clearings are increasing far faster than the 
national average, were up a healthy 16.8% for the first 
half of this year. Yes, new wealth is creating new markets 
in the West ..markets which best can be sold through... 


| Postal Clerks, AFL affiliate. | 
| 


THE DENVER POST : 


The Voice of Khe Rocky Mountain Empire 


EDITOR AND PUBLISHER + PALMER’ HOYT 


he 
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Somethin NEW in SLIPS! 


2ae8 


Tre chinid hos the bust fot 
tering contour of a “grocetyi 
bra. Most slips flotten the 
usttine This Stip testers 
A wide, al-oround LASTEX 
midett motds the front bork 
f and hips sotity, smonthiy, 
snugly represses girdic 
bulges — preduces ao wnpie: 
waistline tad @ simmer bp 
m line . . . Exreptionaily well 
mode of fine, hard-to-ge 
Softissimo” uM FRamer: 
Crepe in cutrent-vague 
eogths Seamless ar sites No 
twisting. Aad & LU Kes beowr 
futhy. Very eory to put an end 
toke off. Colors White, pera 
pith, towssecy blue oF bios 
Sines: 32 to 40... A ook 
Sip of @ slim peice sbour 
$4 —at smort stores from 


coast 16 const 


WHITE FOR HAmE 
OF NEAREST Stone 


FOR MAGAZINES — Harry Waxman 

Co., New York, will promote the 

Magic Form slip with this ad in a list 
| of women's magazines starting in Oc- 
| tober, through Hicks Advertising 
| Agency, New York. 


| Whitehall Joins 
Radio Talent Hunt 


| HOLLywoop — Would-be actors 
,;and actresses will get a chance to 
| perform before network audiences 
;on “Hollywood Star Preview,” 
, which debuts on NBC at 6:30 p.m., 
Sept. 28, under the sponsorship of 
the Whitehall Pharmacal Com- 
pany. 

Guest movie stars will take 
weekly turns at introducing the 
newcomers on the show, which 
was set through Sullivan, Stauf- 
fer, Colwell & Bayles as a replace- 
ment for last year’s Bob Burns 
program. 
| “Star Preview” is the most re- 
cent in the current outbreak of 
talent seeking programs (Adam 
Hat Stores’ “Big Break” and Lip- 
ton’s “Talent Scouts”) to take the 
airwaves this fall with a sponsor. 


Maps New Publication 


James D. Kelly has resigned as 
business manager of all publica- 
tions of the Association of Iron 
and Steel Engineers to establish a 
new publication, entitled Steel 
Equipment News. The new pub- 
lication, with headquarters in 
Pittsburgh, will contain informa- 
tion on the latest design of equip- 
ment for the iron and steel pro- 
ducing industry. 


Appoints Levy Agency 
Levy Advertising Agency, New- 
ark, has been appointed by the 
Automobile Association of New 
Jersey to handle its advertising. 


ACCURATE, THOROUGH 


Your ads, your competitors’ 
and dealers’ ads, news, pic- 
tures, editorials ... from 5,000 
magazines and newspape's. 
Publication name, date, an 

circulation attached to each 
clip. 


"PRESS CL F 
165 Church Street, New York 7, 
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Agency 
Modesto 
Modesto, 


; 7 W. Adams 
of America, annual convention, | d 


French Lick Springs, Ind. 


Oct. 6-8. Advertising Specialty | Appoints Ulrich 


National Association, annual meet- J. E. Ulrich, formerly with| Washington state director of voca- 
| Hobbs Battery Company, has been | tional education, has been named 


ing, Palmer House, Chicago. 

Oct. 6-8. Association of Na- 
tional Advertisers, annual meet- 
ing, Hotel Chalfonte, Haddon-| Angeles. 
Hall, Atlantic City. 


| appointed 
{eral sales 


Oct. 6-9. Financial Advertisers | Appoints Coe A. M. 


Association, annual convention, | 
New York. 

Oct. 12-15. Pacific Council, 
American Association of Adver- 
tising Agencies, annual conven- 


Cal., has changed its|ington state director of licenses, 
name to Rollins & Adams, Adver-|has_ been appointed director of 
tising. Principals are John A.j|public relations of the Pacific 
mers Rollins, who has been operating | Paperboard Company, Longview, 
Sept. 22-25. . Printing Industry | We agency in the past, and Robert | Wash. 


{tional Battery Corporation, Los| with headquarters in Yakima, 


Gwen Coe, formerly in the ad-|_ K. O. Billingsley, formerly with 
'vertising department of Neiman- | Tracy-Locke, Inc., Dallas, has been 
Marcus, has been appointed ad- 


Steal Tele sane af Wada POFFICES IN PITESEURGH AND NEW YORK | 
vertising manager of Smartwear- opened Dallas office of Wetmore OFFICES IN PITESBURGH AND NEW YORK 


| Emma Lange, Inc., Milwaukee. 


Changes Name Names Huse PR Director 


Ativertising Agency, Harry C. Huse, formerly Wash- 


Names Westberg 
Fred H. Westberg, formerly 


vice-president and gen- | secretary-manager of the Wash- 
manager of Interna-|ington State Fruit Commission, 


| Wash. 


Names Billingsley 


& Co., Houston. 


tion, Ahwahnee, Yosemite Na-| 
tional Park, Cal. | 

Oct. 16-17. Audit Bureau of 
Circulations, annual meeting, Chi- 
cago. 

Oct. 19-22. Mail Advertising 
Service Association, annual con-— 
vention, Hotel Cleveland, Cleve- 
land. 
Oct. 23-25. National Associa- 
tion of Photo-Lithographers, an- | 
nual convention, Book - Cadillac, | 
Detroit. 

Oct. 23-25. Direct Mail Adver- 
tising Association, annual conven- | 
tion, Hotel Carter, Cleveland. 

Oct. 23-25. Life Insurance Ad- | 
vertisers Association, annual| 
meeting, Chateau Frontenac, Que- 
pec. | 

Oct. 29-31. Association of Ca- 
nadian Advertisers, annual con- 
vention, Royal York Hotel, To- 
ronto. 

Oct. 29-31. Outdoor Advertis- 


| ing Association of America, an- 


nual meeting, Ambassador Hotel, | 
Atlantic City, N. J. 

Nov. 8-9. Southwestern As- 
sociation of Advertising Agencies, 
fall convention, El Paso, Tex. 


Audio Co-Sponsors 
Radio Script Awards 


Audio Devices, Inc., New York, 
producer of professional recording 
discs for radio stations, recording | 
studios, schools and colleges, has | 
joined Scholastic Magazines, New 
York, as co-sponsor of.the 1948 | 
“Scholastic Writing Awards” in| 
the radio script classification, one | 
of five programs in the annual | 
“Scholastic Awards.” The com-| 
petition is open to all students in| 
grades 10, 11 and 12 in any public, | 
private or parochial high school 
in the U. S., its possessions and | 
Canada. | 

Cash awards will be given to 
the winners in these three classi- 
fications: Original radio drama; 
radio drama adaptation, and non- 
drama script. 


Canadian Linage Up 

The Canadian Daily Newspapers 
Association reports that daily 
newspaper advertising linage was 
up 27.3% in July, 1947, as com- 
pared with the same month last 
year. National advertising was up 
21.1%; classified, 32.3% and local 
28.4% this year, as compared with | 
July, 1946. 


| A complete response ce | 
S service for | 
© PREMIUM & 
© MAILINGS & 
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_ JUDGING © 
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sCORPORATION 


131 E. 23rd St., New York 10 


BRUCE RICHARDS §& 


Retaning is nol in depth of news penetration ! 


THE TWICE-WEEKLY 
NEWSPAPER COVERING: 


@ Furniture and Bedding 


RETAILING is published by Fairchild Publications, world’s larg- 
est trade-news-gathering organization. Here’s what that means 
in terms of news service to readers: 


e 350 news correspondents all over the nation. 
© Branch offices in 19 American key cities. 


e Foreign offices in Paris and London; staff reporters in 18 other 
foreign outposts. 


@ Curtains and Draperies 
@ Decorative Accessories 
@ Floor Coverings 

®@ China and Glassware 
@ Lamps and Lighting 

@ Housewares 

@ Major Appliances 

@ Radio and Television 


e New York headquarters, staffed by departmental reporters — 
each a specialist in a phase of the home furnishings field. 


It is because of this vast business news network that RETAILING 
is able to plumb a// the news sources which affect America’s 
7 billion dollar home furnishings market. That's why RETAILING 
is indispensable to the country’s home furnishings retailers . . . 
and to the advertisers who sell them. 


fan —— 
RET, ~ 
| AILING | 
Buying Steady ot a —e) Vic, 
Midwott Marken nem ate tne Sean. % Z 
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RETAILING Home Furnishings ©@ 8 East 13th St., New York 3 


America’s No. 1 home furnishings business paper 
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“N mG 
The U.S. Leads the 
World in Air Freight 


The scheduled Airlines of the United States operate the largest 
air freight transportation system in the world. A fleet of 700 
planes, all of which carry cargo as well ss passengers, plus a 
fleet of 50 all-cargo planes, provides air freight service between 


the hundreds of communities served by these lines. 


Three times sinor 194] the scheduled Airlines have reduced 
air freight rates, including 25% reduction effective August 1, 
1947. Thousands of tons of goods today are moving an regular 
daily schedules at rates as low as 16¢ per ton mile. This air- 
swift transportation. is saving shippers thousands of dollars 
- from packaging and handling econo 
of 7 


daily in scores of ways 


mies to ef 


ag and opeed-up of turnover. 
Air Freight is the newest arm of America’s strength in the ait 
Sustained today by the nation’s industrial enterprise, it is alert 
and ever ready in case of national emergency 


* 


You get there quickly, cumfortably and roenumieally when you 
ge by scheduled Airline. Passenger fa lower even that 
before the wax. Air Mail fy St, So ait and ships 


Air Transportation Strengthens Ameria 
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Trimz Schedules 


Roto ‘Selector’ 
Ads for 11 Cities — 


Cuicaco—A successful test of a 
four-page full-color roto adver- 
tisement last April has led Trimz 
Company division of United Wall- 
paper, Inc., to schedule two-page 
ads of a similar type this fall, using 
newspapers in 11 major cities | 
(AA, April 28). | 

Thirty patterns of Trimz Ready- | 
Pasted wallpaper, paper draperies | 
and DDT wallpaper for children’s | 
rooms, ceilings and closets are | 
shown in the new ads. They in- 
clude six new patterns and most | 
of the Trimz line. The spreads | 
will run in roto and magazine | 
sections this month and next, with | 


& Hearing Aide Sy Retncoars 
goon on trem 
td @ Amrastons 


res scuepuieo AIRLINES of rie unite states 


MORE FREIGHT FLIES—September and October magazine insertions of Air 
Transport Association of America, through Erwin, Wasey & Co., switch emphasis 
from passengers to freight. This insertion shows that three reductions since 1941 


have brought air freight rates 


as low as 16 cents a ton mile. 


To West-Holliday 


The Portland, Ore., office of 
West-Holliday Company has been 
appointed to represent the Chron- 
icle, The Dalles, Ore., recently pur- 
chased by Victor J. Morgan from 
Ben R. Litfin. 


Hanson Joins Snell 


Ernest R. Hanson, formerly with 
Halowax Corporation and _ the 
Bakelite Corporation, has joined 
Foster D. Snell, Inc., New York, 
consulting chemist and engineer, 
to head research and development 
in the field of plastics and rubber. 


Appoints Hamilton 

Frank X. Hamilton has been 
named supervisor of household re- 
frigeration advertising for Wes- 
tinghouse Electric Corporation. 
He was formerly assistant sales 
manager of Schenley Distillers 
Corporation, New York division. 


Plan Outdoor Sports Show 


An international boat, sports 
and travel show has been sched- 
uled for Chicago’s Navy Pier, Feb. 
27-March 7. The show is co- 
sponsored by the Chicago Tribune 
and the Outboard Boating Club of 
America. 


Appoints Chessman 


Robert B. Chessman, associate 
publisher, has been named pub- 
lisher and president of Astorian- 
Budget, Astoria, Ore., succeeding 
his father, the late State Sen. 
Merle R. Chessman. 


Omits Ads on Mondays 


Because of the newsprint emer- 
gency, the Fort Worth Star-Tele- 
gram morning and evening edi- 
tions omitted all advertising Mon- 
day, Sept. 8, and will continue to 
do so every Monday until the end 


of the shortage. 


1872 


fine papermaking 
1947 


Seventy-five years of 


For printing with the 
very feel of quality " choose a 


Y 
“ CUCICOCA / 


* paper 


Levelcoat* printing papers are made in the following grades: 


Trufect*, Kimfect*, Multifect*, and Rotofect*. 


KIMBERLY-CLARK CORPORATION, 
NEENAH, WISCONSIN denen | 


Kimberly 
Clark 


. 
TRADEMARK 


additional ads to come later. 
| Headlined “This is your Trimz | 


Advertising Age, September 22, 194; 


opening ad is designed to stimu- 
late a strong degree of pre-selec- 
tion. Below each item is the name 
and number of the pattern shown, 
and a ballot box which the reader 
can check as a guide to making a 
complete choice at the point of 
sale. 


30% Used ‘Selector’ 


The same technique was used 


in the April test, which appeared 
in the Indianapolis Star. That 
four-page ad, the largest ever 
run in a roto section, showed the 
entire Trimz selection. After the 
test, a major department store re- 
ported that 30% of customers in- 
terviewed carried the “Selector” 
with them and that 95% of those 
interviewed were aware of the ad, 
which had appeared the previous 
day. 

As in the Indianapolis test, local 
stores and distributors will run 
tie-in ads, and Trimz field service 
division representatives will con- 
duct demonstrations in leading 
stores. 


will start are Atlanta, Boston 
Chicago, Cincinnati, Detroit, Min. 
neapolis, New York, Philadelphia 
Pittsburgh, St. Louis and Houston 

MacFarland, Aveyard & (,% 
handles the account. 


Schedules Letter Clinic 


A Better Letter Clinic, spon- 
sored by Dartnell Corporation. 
Chicago, will be conducted py 
L. E. “Cy” Frailey, with the 
assistance of Professor R. R. Aur- 
ner of the University of Wis. 
consin. The clinic has already 
been held in Chicago and Milway- 
kee. Chicago will have its second 
one starting Sept. 25 in Kimbal] 
Hall. There will be five consecy- 
tive sessions, Sept. 25, Oct. 2. 9 
16 and 23. 


WBBM Promotes Sherman 


Val Sherman, director of pro- 
gram operations for Station 
WBBM, Chicago, has been named 
program manager, effective Oct. | 
He succeeds Walter J. Preston. 
| who will direct the production of 
_transcribed programs in Chicag; 


—— Decoration Selector,” the, Cities in which the campaigz:! and New York. 
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SUCH A LIST HAS OVER 42 MILLION 


proog: } 


GS% ta 179% 


CIRCULATION COVERAGE 
in any size city or town 


(35h to 180% 


CIRCULATION COVERAGE 


in all places over 
1,000 population 


To 6-7/10 million families living 
in places over 1,000 population, 
beyond the influence of Metro- 
politan Markets. 


To 18 million families living in 
Metropolitan Markets — 242 coun- 
ties under the influence of cities 
over 50,000 popu!ation. 


GRIT is the only national publication concentrating its more than 600,000 circulation 
in that undercovered market. Grit is a must on any basic list. If you are appealing to mass 
markets for soaps, cigarettes, packaged foods, you can't afford to pass up this 12% of 
your national, non-farm market—the True Small Town Market. 


(SMALL TOWN OR SUBURBAN TOWN) 


method. 


problem. 


for the asking. 


selling-plans now! 


Two of America’s leading advertising agency mar- 
keting-men asked for it. 


© Department of Commerce officials approved the 


AoE: eaves YOU THE ANSWER 


© American Marketing Association meetings in New 
York, Chicago, and Philadelphia acclaimed it as © 
great contribution to the advertising marketing- 


© A Grit Representative will see that you get a copy 


It's a story whioh fits into your 


idvertisi? 
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in, | Byoir Executive 
nia | Sees $3 Billion 
c. | PR Ad Total 


New YorK—The volume of pub- 
lic relations advertising in all 
media eventually may equal or 
exceed the $3 billion now spent 
annually on product advertis- 
by ing, Kalman B. Druck, research 


idvertising Age, September 22, 1947 


tember of the World Congress for 
Public Opinion Research, which 
would “determine with scientific 
preciseness the attitudes and areas 
of ignorance” of groups of people, 
and the formation of Public Re- 
lations Society of America through 


Video Ex-Sponsor 
Ranks Increased; 
Borden Is Latest 


New YorKk—Television has lost 


the merger of two major national 


: : a another sponsor—at least tempor- 
public relations associations. 


arily. 
| The Borden Company, follow- 
Appoints Park | ing close on the heels of two other 
Norman J. Park, formerly with |>ig advertisers who recently 
Standard Oil Company of Cali-|Slashed video operations, has 
fornia, has been named office and | announced that it will discontinue 
production manager of Allen,| its 30-minute telecast over WNBT. 
Clenaghen & Smith, Portland,| Borden has been buying time 
Ore., agency. 


| over the NBC station since Au- 
ola ee ae, gust, 1946, and experimenting 
Changes Call Letters with various types of programs 
KERA, first frequency modula-| through Young & Rubicam and 
tion station to operate within the} Kenyon & Eckhardt. At one time 
Dallas-Fort Worth area, has| the company was paying for a full 
changed its call letters to WFAA-| hour. 
FM. The Dallas Morning News| for 13 weeks, however, it has 


the and development director of Carl 
~nat pyoir & Associates, public rela- 
‘ade (@ tions counsel, predicted recently 
rau- before the Syracuse University 
‘ond Advertising and Publishing Club 
ball of New York. 
>cu- He visualized public relations 
. 9, advertising some day in “common 
use by hundreds of thousands of 
individuals. and groups — busi- 
lan nesses, labor and agricultural or- 
pro- ganizations, government agencies, 
ion @ clubs, societies and others—who 
med have never been considered as ad- 
t. 1 vertising prospects.” 
ston, As “keys” toward the rapid ac-| 
n of 
nag 


ON 


owns the station. | been backing a K&E produced 30- 
-minute variety show. 


Peabody Explains Step 


Chirurg Agency Moves 
James Thomas Chirurg Com- 


: any, New York, has moved to 
celeration of this trend, Mr. Druck | ony PE te at 48 E. 43rd St., tak- 


cited the formation early in Sep-| ing over the entire fifth floor. 


In 
| pany’s 


commenting on the com- 
decision to discontinue 


ee 


MAGAZINE LIST MAY 
oat of ® OF YOUR PROSPETS 


Take one of the finest lists, you can buy 


Ladies’ H. J., Woman's H. C., McCall's, 
Good Hskpg., True Story, Life, Satevepost, 


love fiddlesticks, he’s got | | 


FRAMES POINT-OF-SALE ADS—Arlington Aluminum Co., Detroit, has devel- 
oped a new line of aluminum disp!ay frames, having a slot to allow for periodic 
change of point-of-sale mater’«!. The unit has a tab or chain for hanging. 


vice-president in charge of adver- | 
tising said: 

“Experience has confirmed and 
strengthened our original convic- 
tion that television cc nmands an 
attention that makes it a powerful 
advertising medium. We are with- 
drawing from network television 
now because we have completed 
our schedule for the time being, 
and we wish to take a breathing 
spell, during which we can re- 
examine television in the light of 
the over-all advertising appropri- 
ations in terms of a consistent 
television campaign sometime in 
the future.” 

Bristol-Myers Company dis- 


Collier’s, Time, Liberty, Amer. Whkly., 
and This Week. 


CIRCULATION, YET THIS IS WHAT YOU GET: 


= 


Q 3-3/10 million families be- 
0 yond the influence of Met- 
CIRCULATION COVERAGE 
in True Small Towns under 
1,000 population, where 1 out 
of 8 of your prospects lives. 


ropolitan Markets, in places 
under 1,000 population. 1 
out of 8 of your potential 
customers lives here. 


* 


|continued all expenditures in this 


'medium a couple of weeks ago, 


| cancelling two half hour shows 
over WNBT. 


| This development was followed 
|'by an announcement from Gen- 
‘eral Foods Corporation of that 
company’s intention 


video, Stuart Peabody, assistant | tinue one of its half-hour spots 


over DuMont’s WABD in order to 
devote more funds to an intensive 
television research study. 


Baker Advances Slater 


C. H. Slater, sales manager of 
the fine chemical division of the 
J. T. Baker Chemical Company, 
Phillipsburg, N. J., has been pro- 
moted to assistant general sales 
manager of the company. 


Gets Jewelry Account 


Gershgorn Jewelers, Beverly 
Hills, Cal., has placed its adver- 
tising with Abbott Kimball Com- 
pany, Los Angeles. National fash- 
ion magazines will be used start- 
ing in November. 


Appoints Frank Orth 


Frank L. Orth, film actor and 
writer, has been appointed pro- 
duction director of the Sun Coun- 
try Broadcasting Company of Ari- 


to discon- | zona, Phoenix. 


Fort Wayne’s evening newspaper has more 


than doubled its circulation lead over the 


morning paper during the period 1937-1947. 


; GRIT WILL INCREASE YOUR COVERAGE os 
ON SUCH A LIST By 18% The News-Sentinel is delivered to 97.8°(, of all homes 


) in Fort Wayne every weekday. 


3 AT AN INCREASED COST OF ONLY 112% 


4°Good Evening” Newspar 
FORT WAYNE, INDIANA | 


GRIT PUBLISHING CO., WILLIAMSPORT 3,PA. 


A Small Town America’s Greatest Family Weekly with over 600,000 circulation 


— REPRESENTATIVES: ALLEN-KLAPP CO. +» NEW YORK—CHICAGO—DETROIT 
Grit is the most truly national of all Small Town publications 
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Gets New Wine Account | 


John Freiburg & Co., Los An- 
geles, has been appointed to han- 


yo 
SIMPSON-REILLY, LTD. 
Publishers Representatives 


SINCE 1928 


SAN FRANCISCO LOS ANGELES 
RUSS BLDG. GARFIELD BLDG. 


dle the advertising of Santa Fe 
Vintage Company. Outdoor, radio, 
newspaper, magazine and trade 
publication advertising will be 
used. The agency has resigned 
the account of E. J. Gallo Winery. 


Amend Names Rogers 


Carl E. Rogers, formerly with 
John F. Jelke Company, Chicago, 
has been named advertising man- 
ager of Fred W. Amend Company, 


Advertising Age, September 


Pittsburgh Plate Glass Company;with a lot of information as to 
is trying to take some of the steam|how it got that way and what 
out of claims for those “magic; JWT stockholders get out of it. 
| plastic” paints. =e oe 

The company’s research labora-~| The Glenn L. Martin Company, 
|tories have looked over the so-| Baltimore aircraft and equipment 


» 1947 
tive ever has made came in , 
statement from Barclay Acheson, 
director of international editions 
at its first advertising art awards 
luncheon in New York the othe, 
|day when he said “the magazine 
| is probably read by 50,000,009 
| people a month.” 

| Total net paid circulation of the 
14 international editions is noy 
3,080,000. Estimates of total reaq- 


with headquarters in the Chicago |called plastic paints pretty care-| manufacturer, may locate a sound |€rship of these editions are 15, 


office. 


house living. 


large bedrooms and baths. 
concealed behind modernfold 


and Intracoastal Waterway. 


$10,000. 


FT. LAUDERDALE, FLORIDA 
PENT HOUSE APARTMENT — AVAILABLE THROUGH WINTER SEASON 


The only facility on Fort Lauderdale beach offering luxurious, true pent 
Ideal for entertaining customers or key executives in your 
organization in need of relaxation and a trip to tropical Florida. 
34 x 22 foot living room with 13 foot bar 
panels. 
kitchen. Two sun decks, two large balconies overlooking Atlantic Ocean 
Custom furnished throughout by interior 
decorator. November through April rental $12,000; January through April, 
References exchanged. Write today to: Charles Hallett, owner, 
Casa Fran Char, Fort Lauderdale, F 


Three 


Spacious dining room, modern 


lorida. P. O. Box 1637A. 


‘fully, and the tests show that they | recording experimental laboratory 
|don’t differ from the familiar var-|in southern New England, pos- 
| nish and lacquer qualities of|sibly at Stamford, Conn. 
|established paints. According to Lester Barlow, 
Reputable paint makers, says|Stamford inventor and develop- 
E. D. Peck, general paint manager | ment engineer on special projects 
|for Pittsburgh Plate Glass, don’t! for the firm, the laboratory is to 
‘intimate that their products give| be used for experiments on re- 
la plastic layer to the surface|cording and recorded sound, in- 
“having the chemical resistance | cluding means of developing high- 
|associated with molded or lami-| speed, low-cost production. The 
|nated plastics.” /company recently developed a 
i. 3 /new sound record, said to be made 
| Fortune for November will be | of unbreakable plastic. 
devoted entirely to “distribution.” | pale ce ies 
|One piece in that issue will be on| The nearest thing to a formal 


|J. Walter Thompson Company, | admission of its total “circulation” 


| world’s largest advertising agency, which a Reader’s Digest execu- 


AMERICAN BUILDER’S 


80,000 SUBSCRIBERS 


are the largest 


and strongest group 


$. 
et es 
“Or SB 


Hundreds of thousands of carloads of 


in the light construction 


an infinite variety of building materi- 
als are on the road to wholesalers and 
jobbers, whose executives and sales- 
men read American Builder. 


industry 


MERICAN BUILDER is the only building magazine that recog- 
A nizes the mutual interests of the builder, retailer, and jobber 
in materials, products, and equipment used in light construction. 

The building product or appliance undergoes no change in the 
selling process, for it is the same product that is bought by a jobber 
from a manufacturer, then sold by the jobber to the retailer, who 
in turn sells it to the contractor for installation. Obviously, a// three 


factors must agree that the product is salable; that its appearance 


and performance are 


AMERICAN BUILDER covers every strategic point-of-sale from 
jobber to retailer to builder and reaches the largest and strongest 
group of volume buyers of any magazine in the building field. 


SEND NOW for a copy of the Most Complete Analysis of the 
LIGHT BUILDING CONSTRUCTION INDUSTRY to be compiled in 


30 years. 


The “Light Construction Industry” study defines in detail the light build- 


up to accepted standards. 


ing industry—how, where, what, and how much it buys. 


Here are authoritative tables giving the scope of the market. 
Here is information on buying practices that helps sharpen up sales 


plans and 


The \NGN\ 


your copy 


Out from the jobbers’ warehouses go 
building materials to fill dealers’ or- 
ders. American Builder reaches the 
retail lumber and building material 
dealers who handle more than 85° of 
the volume. 


American Builder is the standby with oe 
builders of light construction—the larg- ~ 
est and strongest list of volume buyers 
reached by any magazine in the build- 
ing field. 


makes for 


effective advertising 
copy to interest builders and their suppliers. 
The channels of distribution are clearly charted, together with all factors 
that influence buying of building materials, supplies, and appliances. 
Here are the facts and figures that influence the selection of an adver- 
tising medium to reach this thriving market. Here is how and why 
AMERICAN BUILDER can take you most directly to the largest group of 
builders and suppliers involved in the sale and use of products like yours. 
The study is just off the press with the latest available data. Reserve 


now. 


RICAN 
BUILDER 


S-BOARDMAN PUBLICATION 


| 000,000, or an average of five to 
|copy. Per copy readership of the 
‘domestic edition is lower. Circy. 
ilation of this edition has bee; 


,estimated at more than 8,000,000 


The _ Australian Governmen: 
News and Information Bureau. 
New York, tells AA that a re- 
ported advertising campaign by, 
Australia in the United States to 
attract immigrants won’t materi- 
alize—at least for a while. Aus- 
tralia offers U. S. veterans of 
World War II $110 or 40% of thei) 
fare, to settle over there, it was 
said, but a campaign at this time 
would attract more immigrants 
than the Dominion could handle 
Australia also will conduct no 
tourist advertising here for the 
present. 


BH Ed 


In spite of the fact that Corone: 
;and some of the other pocket size 
monthlies are now opening thei) 
pages to advertising, you can rest 
assured that Reader’s Digest wil 
not. 

“There are a lot of uncertai 
|things in advertising,” a _ spokes- 
man of the magazine told AA 
“but one certain one is that the 
Digest will never accept adver- 
tising in its domestic edition.” 

The international issues of the 
| magazine are, of course, carrying 
a substantial volume of advertis- 

ing. The reprint arrangement 
which the Digest has with othe: 
publishers are held to preclude 
any consideration of the accept- 
ance of advertising. 


*& 


Nancy Sasser’s Buy Lines, now 
successfully published in man) 
newspapers, no longer have 
counterpart in Buy Lines for Men 
written by Phil Sasser. The men’: 
_column was dropped Sept. 1. 
| * * * 


| If the 
| Bureau 


Magazine Advertising 
continues its thus-fa) 
|lukewarm attitude toward the 
‘plan of the Association of Na- 
tional Advertisers to localize na- 
tional advertising (AA, Aug. 25 
the ANA or certain of its mem- 
bers may carry the plan through 
on their own, with Western Unio! 
doing the “localizing.” 


cd * 


With sugar restrictions a thing 
of the past, Coca-Cola Compan) 
will begin pressing harder than 
before for wider distribution. A 
straw in the wind is a recenl 
agreement between Coca - Cola 
and Standard Oil of Indiana, £'V- 
ing Coca-Cola exclusive distribu- 
tion in stations of 16 states. 
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Shorty and Shim... 
you make a fine pair, 


But when will you hearn 
JO PROFIT FROM AIR?. 


} 
| 
| 


SERVICE eo fg ue COMPANY 
, mane _ 


Manufacturers af Bennett Caroline =p eens tamara: Tire Inflessom 
bquipment onde Comgtnne line of Ps silane tecleamenn 


NAIL THE ‘FLOATERS'—Theme ot | 

Service Station Equipment Co.'s cur- 

rent trade publication drive is how to | 

turn free service users into paying | 
customers, 


Eco Institutional 
Copy Points Up 
Protit Ideas 


MuskKeGon, Micu.—An unusual 
twist has been given institutional 
advertising by Service sremaieer| 
Equipment Company here. 

Using full pages in almost the 
entire list of service station and | 
automotive publications, the com- 
pany aims at putting its name be- 
fore dealers by reminding them of 
the profit potentialities in ‘‘free” 
services. 

Problem of Service Station 
Equipment Company, like many 
other manufacturers, has been one 
of restricted production. Maker of 


Bennett gasoline pumps and Eco | 


automatic tire inflation equipment, 
it has had a new tireflator ready 
for introduction to the postwar 
market, but difficulties repeatedly 
forced postponement of its debut 
date. 

Rather than delay the advertis- 
ing until it could be used for 
product selling, the company 
adopted an institutional program 
with a different angle. First ad 
in the series introduced two 
comic strip characters, Shorty 
and Slim, who operate a mythical 
service station. 

The monthly series, tentatively 
scheduled to run through De- 


cember when the new Eco tire in- | 


flator is expected to hit the mar- 
ket, carries such headlines (in 
balloons) as “Yes! Free air brings 
‘em in!”, and “Shorty and Slim 
... You make a fine pair, but 
when will you learn to profit from 
air?” 


The latter head leads into a sug- 


gestion as to how not to miss the | 
sales opportunities which free air | 


TJ 

bags used in the device. mer treasurer of Northam Warren 

- er Seat WBKB Shows Item, On the basis of WBKB owner- | Corporation, Stamford, Conn. Air 

, Me : e ‘ _| Radio, located in Stamford, manu- 

York, has been appointed to Sells l per 38 ‘ship ane viewer surveys, The re 'factures radio and radar equip- 
handle the advertising of C. M. sponse indicated that one of 38 ment. 


Deland Woolens. William L. of Home Viewers | home sets turned on phoned the 


Rindfuss, formerly account execu- | 
tive and copywriter of Lee-Stock-| Curcaco—In its first direct sell-_ 


man, Inc., has joined the agency’s | ing pitch on a household item, | 
copy department. 


Sctiectienalimasiins | viewer ratio as coming “closer to 

v All & R lds /pulled one order for every 38) returns that can be expected from | SALES REPRESENTATIVE 
° en eyno | home set Pach te estimated to be | face-to-face selling than to results | Well-known Chicago Typographic 
Omar, Inc., Omaha and Denver, | viewing the telecast. ordinarily anticipated from mass Plant seeks a man with good connec- 

has named Allen & Reynolds,|) The product was a Scrap Trap | nedia averiiain tions as our sole typographic sales 

Omaha, to direct the advertising| waste disposer device, demon- als 8.’ i 


for flour, feed and packaged goods strated on “You Should Ride a. 


products. 


Criterion Names Spahn | Products for the Fair Store, its | Northam Warren, head of the | plant cooperation and prompt service, 

Robert D. Spahn, formerly vice- | Chicago outlet. Those ordering a| 
president of Roy S. Durstine, Inc.,| Scrap Trap a week ago Wednes- 
‘has been named vice-president of |day through the station were of-| has sold his entire holdings in Air | 
Criterion Service, Inc., New York.| fered an extra supply of paper| Radio, Inc., to J. B. Cobrain, for- | 


‘Oe & 


station for the product. 
Don Meier, station sales man- 


>| ager, described the resulting sales- 
television Station WBKB here} 


TYPOGRAPHIC 


representative. 
This unusual opportunity plus our 
facilities would he p increase his 


| 
| present earnings through intelligent 


Hobby Horse,” sponsored at 8:30-9 Warren Sells Air Radio 
6 ic een /p.m. Tuesdays by Arbee Food | 


corporation bear ing his name, | drawing against commission. Write 
|; which manufactures Cutex, Odo- | in strictest confidence. Box 6815, 
rono and Peggy Sage products, | Advertising Age, 100 E. Ohio St., 
Chic ago 11, Ill. 


service presents. Eco is not men- |. 


tioned until the last paragraph. 
Behel & Waldie & Briggs, Chi- 
cago, handles the account. 


Arnold Names Glickman 


Harold Glickman, formerly copy | 
director of Cory Snow, Inc., Bos- | 


ton, has been appointed an ac- 
count executive of Arnold & Co., 
Boston. 


NATIONAL 


advertised in 


CHAIN STORE AGE 
ADMINISTRATION 
COMBINATION 


FOR 23 YEARS 


because it PAYS! 


Know that your Spanish export literature is right 


You would be surprised at the number of Second: Each man is an expert in a selected field, such 
discrepancies that creep into the Latin Ameri- as radio and electronics, foods, pharmaccuticals, beverages, 
can export literature used by U. S. firms. In machinery, packaging and many others. 

nearly all cases they are the result of translat- : : 


Third: Every man on the staff is sales-minded. Each has 
; ing domestic literature into Spanish without oe of i aw ; gic 

taking into consideration the many little differences bee ackground of advertising, sales promotion and selling. ‘ 
tween our culture and that of our neighboring republics. From the production standpoint, the John Maher 

Sometimes these little slips are serious enough to com- Printing Co. offers you still further advantages. Typesetters 
pletely destroy the effect of the message. In most cases, and proofieaders are thoroughly familiar with the language. 
however, they cause but a smile. For many years Maher has printed a number of successful 

But either way they mark the exporter as an amateur. Spanish language business papers for Latin America. 

‘To gain the most from the large potential markets of The mechanical equipment in the Maher plant is un- 
Mexico, Central and South America, your export literature surpassed for quality production of jobs of all sizes . . 
must be written and illustrated in conformity with the buy- quickly and economically. 


ing habits of the peoples to whom you are selling. Mere 
literal translation of U. S. material is not enough. 

To help companies prepare and produce more effective 
printed matter for use south of the border, the John Maher 


Maher’s personalized production service relieves you of ! 
all tedious production details, yet leaves you in perfect 
control of the work being done. 


Printing Co. offers its complete Latin American Depart- Try the Maher Latin American service (in part or in 
ment, the staff of which 1s exceptionally well qualified to whole) on the next printed mat- 
help you. ter you produce for Mexico, 
First: It consists of men who are natives of the countries Central or South America. You 
in which you are selling. These men know your Latin will see for yourself that this is 
American customers intimately. They keep in close touch the sctup you have been waiting 
with what is happening in their homelands by frequent for . . . the best of everything 
return trips. under one management. - 
Dts trate in trates 
John Maher ?)')i!ia9 Company 
™ 
Creators of, (fence domestic and captorl printing 
af Send Today fora 
SEPT AA-6 * 2001 S. CALUMET AVE. * CHICAGO 16, IL copy of “Preparing 
CRS. Kits, asim. “em he, tg. I ftective Printed Matter ™ 
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Advertisin 


Parents’ Magazine 
52 Vanderbilt Avenue, New York 17 


|) PERKINS PRODUCTS CO. 

t RICH PRODUCTS CORP. 

1 RIVER BRAND RICE MILLS. INC 
1 RONZONI MACARONI COMPANY 
{ Bono corp. 

$ BORDO PRODUCTS CO. 


Furriers Buy Time Madison and Pollock 
on ABC Stations Form MPO Films stews 
Associated Fur Coat & Trim-| Lawrence E. Madison and J. L. Pus 
- ming Manufacturers of New York | Pollock have formed MPO Pro- to 
ll. has purchased a 10-week series of | ductions, Inc., 342 Madison Ave., c 
BuildingSu ews participations on four ABC sta-|New York, to produce sponsored ons¢ 
pp tions. WJZ, New York; WXYZ, | motion pictures. ' CHICAGO 
Detroit; WENR, Chicago, and| Mr. Madison recently has di- lars 
em | St KGO, San Francisco, have been|rected Ford Motor Company's oom 
selected as the opening wedge in| films, “Men of Gloucester,” for Stewé 
the educational campaign which| “Pueblo Boy” and “Southern , at any ra 
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Stewart-Warner 
to Push Smaller 
Console Models 


Cuicaco—The trend is away 
from larger size radio consoles, 
for Stewart - Warner Corporation 
at any rate. 

In the belief that with the re- 
duced room size of homes being 
constructed today there is a 
greater demand for smaller con- 
sole models, the company has con- 
structed this type set to achieve 
maximum saving of space. 

At the first of a series of dis- 
tributor meetings here to intro- 
duce new radio and _ television 
models being added to the com- 
pany’s line, Fred Cross, advertis- 
ing director, disclosed that major 
advertising emphasis will be 
placed on the four modern and 
period console styles. 

Full-page, four-color consumer 
copy, scheduled to appear in Col- 
lier’s, The New Yorker, Time and 
The Saturday Evening Post, fea- 
tures the new electro-hush repro- 
ducer in the Strobo-sonic tone 
system, and Stewart - Warner’s 
new “shadow-box”’ dial. 


Has Recessed Dial 


The dial, which is recessed and 
tilted at about a 45° angle, is to be 
one of the major sales points. As 
a result of its unusual design, the 
consoles may be tuned from either 
sitting or standing positions with- 
out craning the neck or bending 
at the waist. 

Cooperative newspaper advertis- 
ing, direct mail and point-of-sale 
material all follow through with 
the console-style, shadow box dial 
and Strobo-sonic tone themes. 
While the magazine copy is sched- 
uled for the regular monthly in- 
sertions, the distributing organiza- 
tion is expected to step up the 
newspaper drive with its accumu- 
lated funds. 

Stewart-Warner has also pur- 
chased space to boost its portable 
and table-model sets in Puck—the 
Comic Weekly’s eight-panel 
spread featuring Christmas gifts, 
to appear once, in an early De- 
cember edition. 

The company expects sales dur- 
ing the Christmas season to be up 
over those of last year. The mer- 
chandise shortage has been over- 
come to a large extent. Distribu- 
tors’ quotas, based on production 
rather than past sales perform- 
ance, also have been adopted. 


WISN Promotes Raymond 


Jack Raymond, announcer for 
Station WISN, Milwaukee, has 
been named production manager 
of the station, succeeding Woods 
Dreyfus, who has resigned. 


Names Malvey A.M. 


Edward J. Malvey has been pro- 
moted to advertising manager of 
Chase Brass & Copper Company, 
Waterbury, Conn. 


Launches Flour Drive 


Standard Milling Company, 
Chicago, through John W. Shaw 
Advertising, Inc., Chicago, has 
launched a campaign in 60 news- 
papers throughout the country, 
including foreign language pub- 
lications. Each ad is built around 
a “father’s favorite” recipe. Trade 
advertisements will run in sec- 
tional grocery papers throughout 
the country. 


RCA Victor, Perfumer 

in ‘Witchery’ Tie-in 

RCA Victor division of Radio 
Corporation of America and Prim- 
rose House, a Barbasol subsidiary, 
are tying in to promote a new 
record—“Witchery,” by Charlie 
Spivak, which has the same title 
as Primrose’s new perfume. 

The record maker’s ads in Life, 


Look, Mademoiselle, Modern 
Screen, Movieland and Photoplay 
will carry promotion for the rec- 
ord and perfume, and Primrose 
House copy will feature the rec- 
ord. 


FTC Promotes Bass 


The Federal Trade Commission 
has promoted John H. Bass to 
attorney in charge of its Chicago 
branch office, with which he has 
been connected for 25 years on 
FTC investigational work. 


Staples Joins Bothwell 


James W. Staples has discon- 
tinued his own agency in Los 
Augeles to join the Hollywood 
staff of W. Earl Bothwell, Inc. 
He was formerly with N. W. 
Ayer & Son and Ruthrauff & 
Ryan. 
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n Chicago It’s SELECTED 


Mass Circulation 


oing Into HOMES of 
Chicago’s Most IMPORTANT Million 


Pisces Daily News Is 
BASIC to Your SALES PLANS 


In Chicago, the surest way to reach the market from which 
you can expect the surest response is to advertise in the 
Chicago Daily News. Year after year advertisers have 
found the Daily News home group of readers to be the 
most desirable group of buyers. 


They are the most IMPORTANT million sales-prospects 
in the Chicago area. In fact, they number in excess of 
a million. 


When you check the family income figures in the panel 
at the left you will realize what the SELECTED mass cir- 
culation of the Daily News does to increase the success 
of advertisers. And you will acknowledge, too, that if you 
do not get into these important homes with what you have 
to say, you can hardly expect to get in with what you 
have to sell! 


CHICAGO DAILY NEWS 


For 71 Years Chicago’s HOME Newspaper 
JOHN 8S. KNIGHT, Publisher 


DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO 
LOS ANGELES OFFICE: 606 South Hill Street DETROIT OFFICE: 407 Free Press Building 
NEW YORK OFFICE: 9? Rockefeller Plaza SAN FRANCISCO OFFICE: Hobart Building 
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YOU OUGHT TO KNOW 


BUSINESS CHART OF THE WEEK 


THE PAY-OFF 


| eee 


lhe Creative Wan’ Corner 


There are few advertisers who do not 
learn quickly that unless they keep their 
product constantly improved the public 
eventually grows apathetic towards them 
and stops buying. It is unfortunate, in 
the opinion of this Corner, that those 
same advertisers—and their agencies— 
do not realize that the same is true of 
their advertising. 

The advertising upon which the cur- 
rent Raleigh campaign is patterned ex- 
perienced its greatest vogue back in the 
era of wonderful nonsense—before, as 
has been previously observed here, de- 
pression, a vast degree of socialization 
and war had had a somewhat maturing 
effect upon a public whose I. Q. was at 
one time estimated at 14 years. 

There are some advertising patterns, 
notably in the mail order field, that do 
not suffer from the passage of time. But 
certainly this particular pattern—a loud 
yawp that simply seems to make sense— 
isn’t one of them. The Corner doubts 
that a survey of public opinion would 
show much belief (1) that “moisturiza- 
tion” makes Raleighs any better than the 
top competing brands or (2) that the 
celebrities shown smoke Raleighs out of 
preference. 

On top of that, it doubts seriously that 
such campaigns as this do much to raise 


You OQudgtt toKuow . 


To one who sees how easily and nat- 
urally Sid Wells fits into the creative 
environment of an agency, it’s a little 
hard to believe that he almost decided 
to spend his life building railroads. His 
father built them, and 
Sid had set his sights 
for the Case School of 
Applied Science in 
Cleveland, where he 
planned to study civil 
engineering. 

While Mother Wells 
didn’t exactly oppose 
his choice of a career, 
she pointed out some 
of the less attractive 
features of civil engi- 
neering—the transient 
life, uncertainties, and the long road to 
success. Sid adjusted his sights. 

Born in Bay City, Mich., around the 
turn of the century, he developed an 
early interest in the publishing field. By 
the time he got to high school, he was 
ready to indulge in earnest. In quick 
Succession, he became editor of the 
weekly newspaper, business manager of 
the school magazine and art director of 
| the yearbook, expressing his talents with 

facility in all three fields. 

In the course of his two years at West- 
ern Reserve University, he majored in 
English and became editor of the year- 
book, and when summer vacation ar- 
rived, he took his first advertising job. 
Sid traveled from North Dakota to New 
England as a field man for R. O. East- 

one of the pioneers in the adver- 

Using research field, who at that time 
doing some work for the old Fuller 
ith agency. 

He was too young for service when the 
World War came along. Following 
Armistice, however, he spent some 
in officers’ training school at Camp 
t and received his commission in the 

eserve, 

till working summers as a research 
! man, he transferred from Western 

‘eserve to Ohio State in 1920, majored 
ommerce and journalism, and served 
feature editor of the yearbook and 


orrespondent for the Daily Ohio State 
tern, 


Sid Wells 


& S 


ut _ of this editorial experience and 
taste of advertising came one of Sid’s 
ic convictions. “An ad,” he says, 
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the general esteem in which advertising 
and the advertising profession itself are 
held. It is unfortunate that some of ad- 
vertising’s biggest spenders are some of 
its greatest offenders in this respect. Such 
investments deserve to be better spent. 


e}®@ Sid Wells 


“ought to compete with the editorial mat- 
ter for the reader’s attention, not only 
with other ads.” But even after leaving 
college, Sid Weils was still undecided 
as to a career. 

Characteristically, he had always been 
a bit amazed when people praised his 
sketches, since he found it only natural 
to think in pictures. But he decided to 
do something about it, and spent about 
six months following graduation working 
up a cartoon book which he called “Life 
in College.” It had quite a successful 
sale. 

An author’s earning power. while 
working on a book is somewhat re- 
stricted, and by this time Sid had mar- 
ried Ruthanne Walker, a girl he met at 
the university. To augment his finances, 
he joined the embryonic Robbins & 
Pearson agency in Columbus as a handy 
man. 

Even though he “drifted into adver- 
tising,” as he puts it, he quickly de- 
veloped some very definite ideas about 
advertising’s function. “In common with 
many other admen,” Sid declares, “I feel 
that advertising’s only purpose is to sell 
a product or service. The ad must have 
a single idea, translated into words and 
pictures, preferably with an illustration 
to stop the reader. More people look at 
pictures and captions and understand 
them than read the words in the body 
copy and translate them into thoughts.” 

Time and experience haven’t changed 
his mind. “If we can put across one idea 
well,” he says, “it is better than exposing 
the public to several, but impressing 
them with none.” 

In 1926, the old H. K. McCann Com- 
pany in Cleveland offered him a job as 
assistant art director. He shelved any 
remaining dreams of building railroads, 
he thought, and joined the agency. Sid 
switched to the fabulous Lee Anderson 
agency in Detroit in fateful 1929. He had 
become art director by then, and worked 
on such accounts as Chrysler, Dodge, 
Plymouth, Goodyear, etc. Shortly after 
the crash, the larger advertisers began 
splitting up their accounts among several 
agencies. 

Anderson picked up the Chrysler ac- 
count, preferring to keep the agency 
medium-size, specializing in auto and 
tire accounts. Wells stayed on until 1938, 
when the H. K. McCann Company (which 


had joined forces with the Erickson 
agency in the early ’30s) offered him the 
position of art director in Chicago. 

Sid brought with him a well-developed 
philosophy of realism and brevity in ad- 
vertising. “The ad which can put across 
information, attract the reader’s eye and 
plant an idea favorable to the product 
or service offered, has done the client a 
service,” he asserts. 

“T believe an ad ought to be simple, 
without ‘talking down’ to the more in- 
telligent segment of the audience, and 
at the same time effect a greater impact 
in the less enlightened group. Possibly 
the reason I feel that headline, makeup, 
body copy and illustration should be 
simple is because . . .”, he smiled, “be- 
cause most people have simple tastes.” 

John Jameson was creative director of 
McCann-Erickson (the job Sid now 
holds) when Wells came to Chicago, and 
they became a notable team, both in and 
out of the office. Mr. Jameson was a 
confirmed Wyoming booster, so it was 
only natyral that he should introduce 
Sid to the region. He persuaded Wells 
and his wife to go with him to Wyoming’s 
Big Horn Mountains in 1940. They’ve 
been back for hunting, fishing and ranch 
life almost every year since. 

The western country gave Sid a chance 
to indulge his hobby of photography, 
and he did, avidly. While showing some 
pictures to a group of friends early last 
year, an editor of Holiday said that he 
would like to use them for a story. In 
typical Wellsian fashion, Sid wrote off 
the remark as a passing compliment, 
until a follow-up letter came a month 
later. The story appeared under the title 
of “Riding High,” in the August, 1946, 
issue. There is still a note of disbelief in 
his voice as he describes the incident. 

He is more willing to talk about his 
views on the role of advertising, although 
here too he is the first to spike any sug- 
gestion that his ideas are original. Sid 
doesn’t agree with those who feel that 
research is getting out of hand. ‘“‘Research 
is the indispensable tool of the creative 


man. It’s just not possible to write about 
a product, or prepare an ad effectively 
until you have all the facts. 

“Of course,” he adds, with the agency 
pride so characteristic of him, “I feel 
that way because we have such a grand 
group of research people at McCann, and 
they are constantly trying to perfect new 
techniques which will give real answers 
rather than trite formulas. For example, 
respondents to questionnaires may be 
able to choose which ad or package de- 
sign they like best, but they may not be 
‘able to choose the one which will do the 
most effective sales job.” 

Sid Wells has no use for modern, 
“freakish” art in copy. People have shown 
time and again, he feels, that they like 
realistic illustrations. “A group of art 
directors and a group of average con- 
sumers would not give art prizes to the 
same ads,” he declares somewhat heretic- 
ally. 

While he may have given up the idea 
of building railroads, and while there is 
little likelihood that his only child, a 
daughter who is now at Drexel studying 
to be a department store buyer, will ever 
build them, Sid will always feel very 
close to the iron horses. He loves to ride 
in engine cabs and putter in his well- 
equipped model railroad shop in the base- 
ment of his Glencoe home, on Chicago’s 
North Shore. 

To get a little closer to railroading, he 
remodeled the broad sunporch of his 
house into a modern railroad car, with 
Pullman windows (the kind that do 
open), air conditioning, and all the ap- 
pointments of the latest luxury club cars. 
His favorite diversion, aside from gar- 
dening, is to come home in the evening, 
stretch out in one of the luxurious re- 
clining chairs, flick a switch that starts 
a phonograph and listen to recordings of 
the sound effects of a train—the click of 
the rails, sound of the engine, whistles, 
crossing bells and horns of passing cars— 
with a frosted glass in one hand and a 
beautiful sunset on the horizon .. . the 
creative mind at peace. 
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Advertising Age, September 22, 1947 


Farm Publications | 3° ° £™ Publication adver- SEPTEMBER ADVERTISING LINAGE IN FARM PUBLICATIONS 
| tans showed a 19.4% gain. Commercial Commercia} 
Display Display 
Report Impressive ee Excluding Excluding 
that August semi-monthly farm Poultry, Poultry, 
. ‘ . . Livestock Livestock 
Gains in Linage ‘publications carried 634,585 lines, -— Total Advertising——, and Classified -— Total Advertising——, and Classifieg 
69 i 75 i ~ —is47—, ——1946——, 1947 1946 -——1947——,. ——1946——, 1947 1946 
C F bli ti li 27 6% tig their 497,3 5 in Au Pages Lines Pages Lines Lines Lines Pages Lines Pages Lines Lines Lines 
HICAGO—Farm publications lin-| gust, 1946; September farm maga- FARM MAGAZINES a 44.4 34,301 27.4 21,173 33,252 19,913 
age made another spectacular gain | zines carried 407,236 lines, up Farmer, The ...... 45.9 36,020 37.9 29,704 32,343 26,154 
Capper’s Farmer.... 43.2 29,421 42.8 29,137 28,678 28,289 Hoard’s Dairyman.. 35.0 25,466 38.2 27,810 20,696 23,639 
in the past month, reaching a total| 99.3% over their 332,900 a year Country Gentleman. 90.0 61,216 80.9 55,022 60,396 54,020 | Idaho Farmer 39.4 29,753 29.3 22,181 27,748 20.83] 
of 1,923,126 lines, 22% over the ago; September monthlies ran| Farm Journal ..... 82.4 35,356 64.9 27,833 34,250 26,825 | Indiana Farmer's 
1.576 155 they carried a year ago y - . Progressive Farmer: SEN. i cedkans eee 21.0 16,507 18.8 14,731 11,129 10,229 
sasha , b *| 421,193 lines, 8.5% more than the| carolina-Va. Kansas Farmer 32.1 24,419 25.4 19,308 21,907 15,551 
ADVERTISING AGE’s previous tabu- 388.171 th r ear ago BOGE kbs. 61.8 45,001 45.2 32,921 42,787 31,521 | Michigan Farmer.. 37.9 29,161 26.1 20,030 26,337 17,885 
’ ey ranay 60. Ga.-Ala.-Fla. Missouri Farmer 4.8 3,794 4.6 3,585 3,498 3,049 : 
The highest gain was reported HWdition ....... 59.7 48,460 45.1 32,844 41,691 31,469 | Missouri Ruralist 31.6 24,030 26.4 20,069 19,328 15,739 
. . Ky.-Tenn.-W. Va. Montana Farmer... 49.0 36,846 41.5 31,425 23,888 17,389 
; by August weeklies, whose linage Edition ....... 61.6 44,848 46.7 34,003 43,312 32,730 | Nebraska Farmer.. 59.3 44,854 44.5 33,636 41,103 29,499 
’ ] Y - Miss.-La.-Ark. New England Pre 
WHAT Ss GOING ON? jumped 44.9%, from 41,692 to 60, Bdition ...5+.- 60.5 44,054 43.4 31,571 42,165 30,312 Homestead ...... 34.4 24,108 29.9 20,915 18,021 13,853 
409. August bi-weeklies had a]! texas Edition ... 64.0 46,623 49.6 36,098 44,592 34,268 | Ohio Farmer ...... 50.3 38,650 38.6 29,621 35,659 26,924 CELEBRA 
23.1% gain—from 153,991 to 189,-|‘*In all 5 Editions. 52.7 38,377 38.3 27,854 37,371 27,110 Oregon Farmer 28.7 29,227 26.5 20,033 27,222 18.683 re 
@ Manufacturers and their advertising age? go a ? |*Aver. 5 Editions.. 61.5 44,797 46.0 33,488 42,909 32,060 | Oregon Grange tivities m 
agencies are using this inexpensive 602 lines—and dailies in August Southern Agricul- 9: anita enue “abi? soda: atlas A Pea eats 13.9 15,158 10.9 11,858 15,158 11,858 Ronen h 
j i ; mae a CUPIBE woo ceccsess 26 »77 28. 20, 1,3 9, sylvaniz s 
wk — a Aisegaper ne —_ showed a 33.2% jump—from 145,-| .ccossful’ Farming 86.0 38,481 74.0 33,282 37,264 32,041 Farmer ......... 31.5 24,208 22.1 16,987 21,836 14,708 re 
publicity, for making research an 515 a year ago to 193,878 last Re Sa age a igs eens | USA APMED <6 <:. 20.1 15,249 13.9 10,516 14,912 10,113 Ronson 
market studies, for maintaining com- Total Group ....636.0 407,236 521.4 332,900 392,501 320,557 | Wallaces' Farmer & Alexander 
petitive advertising files and for de month. Iowa Homestead. 61.6 48,321 57.2 44,838 44,072 40,418 the cake, 
} veloping sales prospects on certain The only loss was a 1.8% de-| MONTHLIES Washington Farmer 36.3 27,428 27.5 20,796 25,423 19,446 alesse 
, types of products and services ‘ : ° ; Western Farm Life 44.5 34,870 31.8 24,945 18,602 15,502 vice-p 
~ sat an Bk Sithate thick e cline for monthlies reporting for Agricultural Lead- aia amit adh rm g49 | Wisconsin Agricul- dent of 
w Booklet No. “How Business Uses : : ; ers’ Digest ...... . 6 . 7, , ‘ Orr 34.0 26,655 28.7 22,482 26,462 21,747 
Clippings” tells the whole story August, their linage dropping American Fruit aie eat aa : 
4 from 16,511 to 16,223. Ppt ecael sic eseee 18.3 7,881 17.5 7,514 7,619 7,239 Total Group .814.0 634,585 642.1 497,375 550,615 422,243 
. : : can Poultry 
BACON’S CLIPPING BUREAU Canadian farm publications re- | 4 yer neal: ne a ee 
myemeet FARM * GENERAL ported carrying 369,352 lines for| Eastern Edition.. 24.3 10,406 27.6 11,861 8,561 10,000 | Arizona Farmer 57.0 48,129 45.4 34,190 41,391 32,893 
PAPERS — PAPERS " MAGAZINES the latest month up a slight 0 1% Central Edition.. 22.9 9,663 23.3 10,002 8,245 8,984 Dairyman's League 
314 So. Federal St.. Chi 4 : : j Western Edition.. 20.4 8,725 20.8 8,935 7,458 8,095 rey 7.2 5,258 7.1 6,190 4,334 
0. Federal 3t., Crcago from their 366,847 a year ago. *In all 3 Editions.. 19.3 8,286 19.3 8,285 7,019 7,459 | pacific Rural Press: 
. Better Farming Northern Edition. 64.5 48,771 51.5 38,987 42,897 
Methods ......... 28.9 12,418 23.4 10,054 12,418 10,054 Southern Edition. 696 44,994 45.5 34,434 39,120 
— Better Pruit ...... 14.8 6,195 13.4 5,648 6,195 5,648 Prairie Farmer . 65.0 47,450 56.0 41,190 40,947 
Breeder’s Gazette.. 24.5 11,024 19.6 8,832 7,684 6,330 aoe spe Meas cory 
California Citro- Total G ....253.3 189,602 205.5 153,991 168,689 138,712 
2 SE vanektedsss 26.2 17,598 23.2 15,568 17,598 15,568 — : 
Carolina Co-opera- Weeklies—August ( 
tOr seeeeseeeeees 11.6 4,736 9.3 3,929 3,790 2,262 | Capper’s Weekly .. 8.4 18,848 7.2 16,069 14,429 11,22 
Cattleman, The....151.0 63,444 134.6 56,518 22,158 22,242 | Weekly Kansas City 
Cooperative Digest. 15.0 3,150 15.5 3,255 3,150 3,255 eee ee 41,561 10.4 25,623 30,635 16,043 | 
Electricity on the : * " mimes a ont New Y 
oe ie ae AAD 35.8 12,756 18.9 6,745 12,756 6,745 Total Group 25.3 60,409 17.6 41,692 45,064 27,269 tors of t 
Farm and Ranch.. 33.6 23,630 34.1 25,835 22,408 24,639 ors 0% 
Farmer-Stockman.. 35.6 26,893 31.6 23,870 26,108 23,147 | jyailes—August Associati 
Florida Grower ... 16.5 11,207 16.0 10,846 10,635 10,420 | Chicago Daily nana Some 
*Kentucky Farmers’ Drovers Journal. 19.3 41,140 14.5 30,873 26,897 20,599 - I 
, Home Journal ... 21.7 16,983 16.5 12,950 14,981 11,411 Kansas City Daily man spe 
} Michigan Farm Drovers Telegram. 25.7 54,636 19.8 42,044 36,636 28,010 . vit 
: WUE. kc tieesskss 2.5 5,720 2.3 4,694 5,600 4,617 | Omaha Daily Jour- cies soon wit 
National Live Stock nal-Stockman .... 29.2 62,063 21.5 45,750 651,280 37,216 dent of 
Producer ... . 17.9 18,099 9.1 6,634 8,407 6,326 | gt. Louis Daily Live Mesieion 
New Jersey Farm Stock Reporter .. 16.9 36,039 12.6 26,848 26,526 20,375 ate 
and Garden ..... 34.1 15,344 28.7 12,918 13,696 10,806 caches -<itieistcenisioes Petedes NA an agre 
Ohio Farm Bureau Total G 91.1 193,878 68.4 145,515 141,339 106,200 henade 
is _ peepee 13.9 6,253 10.5 4,721 5,925 4,581 — ‘ag broadcas 
é Poultry Tribune: ecient also be |] 
si Eastern Edition.. 38.6 16,544 40.9 17,566 14,863 15,491 CNet indiadediin totale. ae 
- Central Edition.. 34.1 14,622 36.1 15,502 13,488 14,413 Sutheeien Yeiaa Geenbined. 
oy Western Edition.. 30.4 13,050 32.2 13,831 12,144 12,934 ene es Cee Everett 
Fe I *In all 3 Editions.. 29.0 12,454 30.0 13,100 11,548 12,217 nde 
, Southern Farmer... 9.2 7,354 3.3 2660 6,983 2362 | CANADIAN Washing 
Southern Planter... 31.8 22,256 29.1 20,347 21,407 19,668 | *canadian Country- elected 
Western Dairy a 26.7 18,695 35.8 25,037 15,001 19,380 oard at 
Journal .......+. 55.7 23,415 56.2 23,632 8,967 8,218 | Country Guide, The. 44.2 31,830 40.9 29,449 31,830 29,449 HR, 
Western Livestock . *Family Herald & the conv 
pe re 112.3 47,166 115.3 48,414 17,248 17,976 Weekly Star: Kearns ¢ 
ay ete eee ere! ecenen aes Eastern Edition.. 58.4 58,415 57.2 57,216 39,098 37,426 sre 
Total Group ....893.8 421,193 832.5 388,17 1 312,155 289,860 Western Edition.. 50.1 50,102 61.0 50,960 36,032 37,008 that if Ss 
ll | monthit 4 t Farm & Ranch would a 
wai ‘ Monthlies—Augus BOWBW asp 0s<sas 25.3 18,242 22.9 16,479 17,638 15,786 
| Space buyers are familiar with the Arkansas Farmer. . 7.3 5,501 6.5 4,947 5,501 4,947 PP -e A Advocate - : : office. 
t f 1 fneth by Idaho Granger .... 7.7 8,358 7.1 7,71 8,295 7,714 & Home Magazine 28.0 19,581 28.3 19,813 16.214 16,388 Will 
tNation’s Agricul- Fe ’s Magazine. 44.8 31,356 39.1 27,377 27,554 23,870 
pattern of sales patter put fort y ke aie sera 5.3 2,364 8.5 3,850 2,864 3,850 | “Siree Prees Prairic ‘ = Omaha-t 
F : *48 — — CT eee? 84.0 94,490 80.2 90,220 40,920 42,202 vice-pre 
*, newspapers in the Tunner-up position Total Group 20.3 16,223 22.1 16,511 16,160 16,511 | g*Western Producer 43.6 46,641 47.0 50,296 17,159 15,657 WOR. } 
es Semi-Monthly—August és Pte RGSS Beat ini A 
“ 1 i ; 5.1 369,352 402 5 72 237,166 : 
i —“We reach a selected audience... American Agricui- st 15,782 31.4 16,684 13,676 18,776 Total Group ..... 405.1 369,352 402.4 366,847 241,446 237,18 [and Thc 
i Bu seeeeeeeeeee — ‘ v,t ~ vs be , , ae 2 ceed . 
ee : California Grange *August linage. _ Baltimot 
our readers are in the money... etc., ee irre 26.6 29,778 13.5 15,148 29,344 15,148 aFour issues 1947; five issues 1946. was ree] 
tc.” | With | 
b etc. | Files Anti-trust Suit apolis firm when Kiefer-Stewart | Robins, who resigned recently as committ 
: raised its wholesale prices after| vice-president of United Factors WFMZ, 
| , af Kiefer-Stewart Company, In-| the end of OPA, in defiance of a|Corporation, is president. Novik, 
Perhaps in sme cities these well- dianapolis, wholesale gouge ret Seagram order. —— Mz 
of alcoholic beverages, has e nici ee P 
} ‘ ; +4 8 1 ca | 
| worn bromides contain an element of || suit in federal court for $975,000| Fo. Library Films Colburn Joins Agency — go, an 
. k treble damages against Joseph E. ry Coit O. Colburn, previously with Hoo 
| truth. But in Washington the large ag- Seagram & Sons, Inc., and Calvert! Library Films, Inc., has been|the Christian Science Monitor, 
F Distilling Company and their sales organized at 25 W. 45th St., New| Winchester Repeating Arms Com- The ga 
gregation of workers affiliated with subsidiaries. The suit alleges that | York 19, to serve 16mm film | pany and Simmonds Upholstering was de 
Seagram and Calvert cut off|rental libraries, educational and|Company, has joined Daniel audience 
the Federal Government has created liquor deliveries to the Indian-/religious institutions. Paul N.! Sullivan Company, Boston agency. 9c. by 
< . , , , coincide 
| one big middle-income city. ment o 
ee | homes 
Nothi ds like ci . dealers’ 
| othing succeeds like circulation, | ie sea 
The sg 
. ° ten | 
“as BIG circulation, we mean. oy 
and WC 
|) vided it 
| 
i Q i} 
4 Pega (ala rn | 
: 
Editor and Publisher | 
Gi 
bed . . . . . . 
I nM CS The Eagle Magazine with 1,052,000 circulation, is the fastest growing fraternal pub- 
lication in its field, and the following figures taken from Standard Rate and Data 
i t re the lowest: 
FIRST IN WASHINGTON, D. C. show that its rates are 
RATES FROM JULY 15, 1947, SRDS 
MAGAZINE MAXIMIL MINIMIL 
: Eagle ° . ° 3.74 ‘ 
260,912 Net Paid CIRCULATION on 3.56 
me % ‘ F . P 5.10 4.84 
' Foreign Service 4.42 4.12 
Star, 214,212 — Post, 165,554 — N : . . z : 
ews, 109,267 Legion . ‘ ‘ ‘ 8.24 7.84 
National Representative: GEO. A. MCDeEvitTt Co. 
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CELEBRATION—Feature of the fes- 
tivities marking the first anniversary of 
Ronson Metal Works’ sponsorship of 


Mutual's “Twenty Questions” was a 

Ronson Crown lighter-shaped cake. 

Alexander Harris, president, "lighted" 

the cake, while Robert D. Swezey, MBS 

vice-president, and James Cecil, presi- 

dent of Cecil & Presbrey, Ronson's 
agency, look on. 


FM Broadcasters 
Flect Dillard: | 


to Meet Petrillo 


New YorK—The board of direc- 
tors of the Frequency Modulation 
Association, at FMA’s meeting 
here Sept. 12-13, appointed a five- 
man special committee to meet 
soon with James C. Petrillo, presi- 
dent of American Federation of 
Musicians, in the hope of reaching 
an agreement whereby music 
broadcast over the networks may 
also be heard over FM stations. 

The committee is headed by 
Everett L. Dillard of WASH, 
Washington, D. C., who was 
elected president of FMA. The 
yoard acted on the suggestion to 
the convention of Rep. Carroll D. 
Kearns of Pennsylvania, who said 
that if such action were taken he 
would arrange the meeting in his 
office. } 

William E. Ware, KSWI,| 
Omaha-Council Bluffs, was elected | 
vice-president; E. J. Hodel, 
WCFC, Beckley, W. Va., secretary, 
and Thomas F. McNulty, WMCP, 
Baltimore, treasurer. J. N. Bailey 
was reelected executive director. 

With Mr. Dillard on the special 
committee are Raymond F. Kohn, 
WFMZ, Allentown, Pa.; Morris S. 
Novik, Unity Broadcasting Sys- 
tem; Marion Claire, WGNB, Chi- 
cago, and Mr. Bailey. 


Hooper, Feltis Tell Plans 


The opening morning’s session 
was devoted to a discussion of 
audience measurement problems. 
C. E. Hooper outlined a plan for 
coincidental audience measure- 
ment of New York telephone 
homes where manufacturers’ or 
dealers’ records are authority for 
the presence of FM receiving sets. 

The survey is to be underwrit- 
ten by WGYN-FM, New York, 


and WGHF-FM for a year, pro- 
vided it is made available to all 


READ 
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Advertising Age, September 22, 1947 


FM stations in the New York area 
on a pro-rata participation basis. | 

Hugh Feltis, president of Broad- | 
cast Measurement Bureau, told) 
the group that BMB next year| 
will determine FM radio home| 
ownership figures in United States | 
in cooperation with the Radio| 
Manufacturers Association. 

Flaying the broadcasting indus- | 
try as highly conservative, Ira A. | 
Hirschmann, president of WABF, 
New York, called upon FM sta- 
tions to lead the way toward a 
higher standard of service, rather 
than attempting to imitate their 
AM competitors. 


WOR WILL RESUME 
FM BROADCASTING 

New York — Station WOR, a 
pioneer in frequency modulation 


broadcasting, will resume _ those 
activities Oct. 20 when its FM sta- 
tion WBAM returns to the air. 

The postwar WBAM will oper- 
ate for the first time on the new 
FM band, channel 254 on 97.1 
megacycles. The transmitter is 
located on the 44-story building 
at 444 Madison Ave. 

Theodore C. Streibert, president 
of WOR, said that WBAM’s pro- 
gramming for the present will be 
devoted primarily to simultaneous 
broadcast of non-musical WOR 
and Mutual programs, especially 
those Mutual programs not now 
heard in New York. 


Trane Names Jacobson 


John V. Jacobson has been 
named advertising and sales pro- 


motion manager 


| succeeding T. H. Dowsett, who has 


|Cate International Ltd., Toronto, | 
printing | 


| 


| 


become director of sales of Del- 


manufacturer of plastic 
plates. 


Names Gerth-Pacific 


Gerth - Pacific Advertising, San 
Francisco, has been appointed ad- 
vertising counsel for the Clay 
Brick Manufacturers Association 
of Northern California. Current 
promotion will be limited to the 
architectural and building trades, 
with consumer 
planned for 1948. 


Sines Agency Moves 

The Raymond L. Sines Agency, 
San Francisco, has moved to 
larger quarters at 291 Geary St. 


of Trane Com-, 
| pany of Canada, heating specialist, | 


advertising| 


aan’ 


CHAIN STORE 


The Progressive Farmer is not edited from the seat of 
a tractor. But, many members of the editorial staff do 
spend about as much time in the field as in the office. 

They conduct on-the-farm editorial research, main- 
tain close personal contact with schools, colleges and 
experiment stations, confer with agricultural, busi- 
ness and civic leaders and associations, attend hun- 
dreds of farm meetings and visit thousands of farms 


and homes each year. 


Thus they get money-making and time-saving ideas 
to present to their readers . . . study the rapidly-chang- 
ing problems and opportunities of Southern agriculture 
... keep “‘in neighborly touch’’ with the needs and desires 


of subscriber-families. 


That’s why the editorial columns of The Progressive 
. why its editorial 
leadership is practical as well as progressive. And that’s 
also why your advertising in The Progressive Farmer 
makes you a good neighbor to your Southern customers 
who are far more prosperous today than ever before. 


FREE: OPEN THE DOOR TO $ALES is a new 


® book of amazing facts and figures 
on the Rural South’s phenomenal growth as a 


Farmer are the 


farmer’s language . . 


consumer market. 


Obtain your free copy by requesting it from 
The Progressive Farmer, Birmingham 2, 
Alabama, or your nearest advertising office. 


Advertising Offices: BIRMINGHAM + RALEIGH + MEMPHIS + DALLAS + NEW YORK + CHICAGO 
Pacific Coast Representatives: Edward S. Townsend Co., San Francisco, Los Angeles 
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ADVERTISING SALESMEN 


EARN $5,000 TO $25,000 ANNUALLY 


. . » sell this newest most sensational advertising sign 


Multi-Color 


MOVING LITE 


Electric Display 


Animated. scintillating motion without mechanical action— 
No motors—no gears—no moving parts. It is bound to revo- 
lutionize the neon industry. Protected by U.S. and foreign 


patents. 
Write today for particulars. 


An opportunity of a life time for big earnings. 


OHIO ADVERTISING DISPLAY COMPANY 


Ohio Bidg., Pearl = we \ 
Cincinnati 2, Ohio aa re) : ‘ 
¥ ONy SF ace. 
\ ce \oo" 49 . xe" \ 
\ s | a? \, 
1 gaketal eat? \ 
oP at? ot \ 
\ wet a 
\ ye" aa 


The Louisville 
Courier-Journal 


has a permanent position 
with a real future for an expe- 
copy and 
Must have ability 


rienced advertising 
layout man. 
to plan and execute sales presen- 
tations and advertising programs 
for both retail and local general 


accounts. 


The man who gets this job will 
be the WORKING HEAD of a 


stream-lined agency operation 


within our newspaper advertising 


department. Ability determines 


salary. 
Give age, outline all qualifica- 
tions and experience and state 


Write Gar- 


salary requirements. 


rett Noonan, Advertising Direc- 


tor, Louisville Courier-Journal, 


Louisville 2, Kentucky. 


AGRICULTURAL 
COPYWRITER 
WANTED 


Leading 4A agency in Chicago 
has opening for an experienced 
agricultural copywriter. Must be 
well grounded in poultry and live- 
This is an unusual 
opportunity for recent agricultural 
graduate to build for himself a 
permanent place with an organi- 


stock nutrition. 


zation of outstanding reputation. 
Salary commensurate with train- 
ing, experience and ability to 
grow. Give full details in letter 
of application. 


Box 6817, ADVERTISING AGE 
100 E. Ohio St., Chicago, 


Illinois 


MIAMI AGENCY is seeking the 
services of experienced copy writer, 
production manager or creative illus- 
trator with capital to invest in grow- 
ing agency. State age, background, 
experience. Address President, P. O. 
Box 5182, Miami, Florida. 


OUR AGENCY IS EITHER 
TOO BIG OR TOO SMALL 


With about $1,500,000 annual billing 
built around some important adver- 
tisers we must maintain a top agency 
operation with good people in copy, 
art, production, research, media, etc. 
We find our size is somewhat clumsy: 
too big to be small, too small to be 
big. 

Also our profit picture could be bet- 
ter. Our overhead is probably high 
for our billing but we see no practical 
way to reduce it without reducing 
billing. We are all too busy to do 
much constructive work on new busi- 
ness. 


It has occurred to us that a possible 
solution might be a merger with a 
similar-size, similar-type agency which 
faces the same problem. We can’t 
believe that this condition is peculiar 
to us. 


We should sound a few notes of 
warning: (1) We don’t expect to “take 
over” anyone nor do we intend to be 
taken over. It is our experience that 
an attitude of compromise and fair 
play is necessary in any discussions 
of a subject such as this. (2) We are 
hardboiled realists and are talking 
actual billing in a going operation, 
not prospects or blue sky. (3) There 
are two owners and a few other ma- 
jor executives involved. 


We actively dislike unsigned blind 
ads but it must be obvious that this 
has to be one, so we ask that you 
reply in confidence, of course, to Box 
No. 6816, ADVERTISING AGE, 330 W. 
42nd St., New York 18, N. Y. We 
think it fair to ask that only principals 
reply. 


ADVERTISING MANAGER 


Progressive, industrial equipment man- 
ufacturer in midwestern city of 20,000 
has good opening for bright, enthu- 
siastic young man with advertising 
experience. 
bulletins, 


tion 


Must be able to prepare 
manuals, and sales promo- 


literature after minimum of 
Excellent 


Write 


training. opportunity for 


right man. 


Box 6814, ADVERTISING AGE 
100 E. Ohio St., Chicago II, Hil. 


| At least 2 


| COMBINATION LAYOUT MAN AND 


RATES: 60c per line, minimum charge $3. Cash with order. Figure bold face heads (maximum two lines) 


Advertising Age, September 22, 1947 


| 


25 letters and spaces per line; light body face 34 per line. Box numbers add two lines. Copy deadline 


Thursday noon, 11 days preceding publication date. Display classified 


classified advertisements take card rate of $10 


per column inch. Regular card discounts on multiple insertions and space over 5 inches apply on display 


“FRED J. MASTERSON 
Advertising & Planning 
ss Personnel 
Placements of all types with leading 
organizations 
_185 N. Wabash Ave., Chicago — 


COPYW RITER 
yrs. agency exp. food ac- 
counts 30-40 yrs. old. Good oppor- 
tunity in rapidly growing Chicago 
agency. Reply full particulars, in- 
cluding salary wanted. 
Box 9144, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
ADVERTISING & PUBL ISHING 
ALL TYPES OF POSITIONS 
Placement anywhere in the 
United States 
GEORGE WILL 1AMS—Personnel 
269 S, State _St. Har. 2063, Chicago 


HELP WANTED 
| 
| 


ARTIST, experienced in retail 
vertising, desiring to better 
and to take complete 
Advertising 
furniture 


ad- 
himself 
charge of the 
Deparment of a large | 
store in a city of 250,000 
in Ohio. Excellent opportunity. Sal- 
ary open. 
Box 9145, ADVERTISING 
100 E. Ohio St., Chicago 11, 
FOOD TRADE 
Outstanding trade publication sales- 
man wanted by a leading food trade 
publisher. Must know grocery 
product merchandising; 
the trade. 
Good opportunity. 
resume experience, 
tion, background, 
photo. 
30x 
330 W. 


AGE 
Ill. 


store | 
people in 


Give 
present 
salary. 


complete 
connec- 
Enclose 


9147, ADVERTISING AGE 
42nd St., New York 18, } N. Y. 
MONARCH PERSONNEL 
Advertising—Graphie Arts 
National Coverage 
Agencies in 3S Cities 
28 EB. Jackson Blwd. Chieago 4, Ill. 
Wanted: Public Relations Director 
for Mid-West city industrial 


aSso- 


Mr. Publisher: 


Do you want to obtain or maintain 
the lead in your field? 

To get more advertising revenue and 
the right circulation coverage write 
today to Box No. 6813, ADVERTISING 
AGE, 100 E. Ohio St., Chicago 11, Ill. 


ciation to present management’s 
viewpoint on industrial relations 
and economic problems to the com- 
munity. Applicant should be 
tween thirty and forty years of age. 


|Be able to write institutional ad- 
| vertising copy. Give complete infor- 
| mation regarding age, marital sta- 
| tus, education, past experience and 
|salary requirements. 

Box 9148, ADVERTISING AGE 

} 100 E. Ohio St., Chicago 11, Il. 


| ADVERTISING & PUBL aING 


| 
| 
PAPER SALESMAN i 
| 
| 


be- | 


|} 10 yrs. 
| lines, 


Now 


capitalize 
ence in 


—radio, 


account 


FR EE 


ADVERTISING AND 
SALES PROMOTION MANAGER 
employed but 
nection which will enable 
on over 15 years’ 
appliance field, 
conditioning and 


open for a con- 
me to 
experi- 
heating, air 
refrigeration. 


Manufacturer or agency 
Box 9143, ADVE RTISING AGE 
330 W. 4 2nd &§ St., New York 18, Oe $ 


Need an 
Look no 
qualified 
years of 


Ambitious Assistant? 
further! Here’s a_ well- 
young man, 26, with 5 
all-round ady. experience 
industrial, agency—desires 
as either assistant to a 
manager or over-worked 
executive. Recent analysis 
shows he has definite executive 
abilities, a very high intelligence, 
keen perception, aggressive and full 
of initiative, plus a very realistic and 
creative imagination. Prefers work 
in consumer field. 

Box 9141, ADVERTISING 
100 E. Ohio St., Chicago _ 11, 


PRODUCTION M ANAGER 
Female with broad agency and pub- 
lication experience in production. 
experienced in media, check- 
billing ete, Chicago area pre- 
Write to: 

x 9153, ADVERTISING 
100 E. Ohio St., Chicago _ 11, Ill. 


LANCE TALEN iT—Advertis- 
ing man now Satisfactorily employed | 
has 8-10 hours per week for your 
copy & layout on free lance 
experience in heavy and soft 
manufacturing and retail. 
Box 9142, eh og “eae 
100 E. Ohio St., Chicago 
AGENCY HACK 
Shirtsleeved scrivener can be 
ed on to pen _ incisive, 
technical publicity 
st, 27; e820. i 
mag. editor, agency publicity 
dustrials, chemicals, plastics. 
Box $149, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


PRODUCTION MANAGER 
Well-rounded agency exper., good 
knowledge of all phases of graphic 
arts. Chicago only. Age 40, $5200. 

Box 9152, ADVERTISING AGE 
100 E. Ohio St. , Chicago 11, Il. 


position 
busy ad 


AGE 
ul. 


AGE 


count- 
boner-free 
and copy. Chem- 
laboratory, trade | 


R EPR ESEN NT A’ riv ES AVAILABLE 
PUBLISHERS REPRESENTATIVE 
Chicago territory. Interested in 


to End Duplication 
ps Representation 


New YorK—With more than 
1,000 weekly papers found to be 
represented by both the American 
Press Association 
paper Advertising Service, Charles 
B. Emde, vice-president of APA, 
and Don Eck, manager of NAS, 
met recently to develop a plan to 
end duplication. 

Letters asking these publishers 
to pick one or the other of these 
representatives have been sent by 
the Weekly Newspaper National 
Advertising Committee. Enclosed 
with each were contract blanks for 
both NAS and APA. Publishers 
were asked to sign one of them. 

The plan is expected to elimi- 
nate much confusion in advertis- 
ing agencies. Says the American 
Press, publication of APA: “Each 
representative organization 
claim to represent only those 
newspapers with which it has ex- 
clusive contracts, and will recom- 


mend that business for other news- 


and the News-| 


will | 


other representative.” 

The program is expected to 
“establish harmony in the weekly 
newspaper field” and to stimulate 
more national advertising for 
these papers. 


Store Group Reelects 
W. K. Gray, Champion Stores, 


Inc., Pittsburgh, has been re- 
elected president of the National 
Industrial Stores Association. 
Other officers reelected are: 
Wayne J. Akers, Valley Camp 
Stores Company, Wheeling, W. 
Va., ist vice-president; Charles 
Swab, Central Trading Corpora- 
tion, St. Benedict, Pa., 2nd vice- 
president; O. B. Stewart, Junior 
Mercantile Stores, Omar, W. Va., 
3rd vice-president; G. Ray Pow- 
ers, W. M. Ritter Lumber Com- 
pany, Columbus, O., treasurer, 
and Hull Bronson, Washington, 
secretary. 


Hamlin Adds Duties 


Elbert B. Hamlin has _ been 
placed in charge of advertising of 
Haydon Mfg. Company, Forest- 
ville, Conn., maker of timing de- 
vices. He will continue as head 
of market research. 


basis. | 


____—« POSITIONS WANTED © | 


NEW: MPROVL 


ANNOUNCEMENT—E. R. Squibb & 

Sons, New York, used this magazine 

page to make a special trial offer of 

two tubes of its new improved formula 

dental cream for 39 cents. Batten, 

Barton, Durstine & Osborn is the Squibb 
agency. 


SRDS Offers New 


Product-Ad Guide 


~ | 


| 


in- | 


Cuicaco—Standard Rate & Data 
Service has introduced a new 


| Product-Advertising Guide to aid 
‘media buyers 
|sumer magazines. 


in selecting con- 

Beginning with the Sept. 15 is- 
sue of the consumer magazine edi- 
tion, Standard Rate will carry all 
products normally advertised in 
media, in 11 


| consumer major 
product classifications. Each di- 
vision includes a_ guide chart 


listing all magazines which carried 


|ads for any product in the division 
|during 1946. 


| Vision 


tecognized Personnel Service. Op-| contacting good business publica- 
be pery- nationally since 1914. Con-|tjon. Write: W. E. Comiskey, 1416 
egg vg te rel Both to Em- | Bryn Mawr Avenue, Chicago 26, III. 
Dower "SHAY. AGENCIES CHICAGO REPRESENTATION 
‘ , wee ; a 2 Ee One-man office desires trade publi- 
Ye ee Shue cee ta “lex | 1h ADA ERTISING VA I 
f air r—tO assist # ° ox 9146, ADVERTISING AGE 
| rector my! a ane : ay ce a ee te | 100 E. Ohio St., Chicago V1. iL 
company located in La Crosse, is- |—hkaatTenny ; SSENTAT 
|}consin. Must have commercial art | ,, EASTERN REPRESENTATION 
'school training or advertising art Established Representative located 
experience. Send samples, mention | Wisse cood publication connection 
preted n perience and salary ex-| Box 9150, ADVERTISING AGE 
THE TRANE COMPANY 330 W. 42nd St.,,.New York 18, N. Y. 
Art Department ————- ae 
- Tea Oe P REPRESENTATIVES WANTED 
‘ion UNITED AIR LINES a WANTED: TWO a 
has opening for production man in| PUBLISHERS REPRESENTATIVES 
advertising department. Must have | Ve for Northern Ohio, Ky.,_ Ind., 
thorough knowledge of typography, and Mich. The other for Ill., Minn., 
engraving and printing. Wiil super- | #24 Lowa. 
vise the production of $230,000 A leading national publication in the 
printed material yearly. ; |food field is seeking two high- 
5959 S. Cleero Ave. Chic - a calibre sales executives for above 
5V5D Cicero Ave hicago 7, Hil | terettactios ff you are one of these 
POSITIONS WANTED men, tell us in a letter containing | 
ABILITY 7 |full details of your experience and 
and experience to solve your adver- | Your present connections, 
tising problem. Over 18 years news- 5 BOX, 9151, ADV E RTISING AGE : 
paper and some agency experience, | °30 W. 42nd St., New York 18, N. Y. 
| College, and veteran of W.W.2. Con- 
|} sistent and current record for top- MISCE LLANEOU s = 
| notch production. Can do the job | CERAMIC ADVERTISING ASH. | 
| well and can prove it. Salary bracket | TRAYS WITH NAME & ADDRESS 
|high but worth it. Address: of your business. Sample sent free 
| sox 9130, ADVERTISING AGE on request. J. F. Blavka, Box 1281, 
100 E. Ohio St., Chicago 11, lll. | Trenton 7, New Jersey. 
l 
Weekly Papers Act Pits eprescntatives 


Publishers’ surveys or studies 
which relate the individual maga- 
zines to the products in each di- 
are carried next to the 
selection chart. 


Issues Reference Lists 


Eastman Kodak Company, 
Rochester, N. Y., has issued three 
new publications—‘Selected In- 
dexes and Sources of Photographic 
Visual Aids,” “Selected Refer- 
ences on Audio-Visual Education 
and Training,” and “Some Sources 
of Educational 2 x 2-inch Slides,” 
which contain information on 


| where to obtain audio-visual aids 


and how to use them. 


AVAILABLE 
ADVERTISING 
MANAGER 


Here is nearly 20 years experience 
and 
5 years with large agency 
in production and creative work. 
6 years advertising sales promo- 
tion with leading publisher. 4 
years editorial and advertising for 
another top publisher. 


in advertising, 
sales. 


publishing 


2 years 
selling and servicing big name ac- 
counts in allied field. This broad 
background can work for you as 
advertising manager handling a!! 
phases of advertising procedure. 
Please’ write for details. 


Box 6819, ADVERTISING AGE 
100 E. Ohio St., Chicago !!, !!!. 


For an experienced copywriter 


On the Way Up 


Here is that infrequent opportunity for 
seasoned copywriter to make his last c! ange 
The man this medium-to-large Chicas ad 


vertising agency has in mind enjoys divers!" 
cation of accounts and assignments ne 
between 30 and 40. He can not only sp 
ize in writing but is ready also to supery'™ 


copy. A change now will put him near ‘"* 
top in this rapidly growing company 

If you are interested, write giving suc! °€ 
tails as personal history, education, &*?er' 
ence in writing for various types of mee'*— 
general consumer, agricultural and ‘rade 


familiarity with outlining marketing and ™é¢' 
chandising programs. List major markets, 
accounts and oroducts you have concer''@ a 
on. Include data on hobbies, outside 1° 
ests, past and present earnings. We ®' 
ready to move soon. If you are, write at ° 


Address Box 6818, ADVERTISING AGE 
100 E. Ohio Street, Chicago [!, Iiline's 
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New ‘Sun-Times’ 
to Make Chicago 
Debut Sept. 29 


Cuicaco—The Chicago Sun will 
change to tabloid size—but not 
to tabloid format—Sept. 29. The 
new Sunday Chicago Sun - Times 
will bow Oct. 5. 

It is expected that stockholders 
this week will change the corpor- 
ate name of Chicago Times, Inc., 
to the Sun & Times Company, and 
purchase the Chicago Sun assets 
from Field Enterprises, Inc. Mar- 
shall Field, editor and publisher 
of the Sun, recently acquired 98% 
of the Times shares (AA, Aug. 
11). 

Leo Abrams, Times-man who 
will head the two newspapers’ ad- 
vertising, has announced the ap- 
pointment of Richard L. Binder, 
Times national advertising man- 
ager, aS head of the over-all 
national advertising department. 
Hiram Schuster, formerly Sun na- 
tional advertising manager, has 
resigned. 


Tell New Ad Rates 


Larry T. Knott, formerly adver- 
tising director of the Sun, has 
been named assistant advertising 
director under Mr. Abrams. Mel- 
vin Barker, who has been promo- 
tion manager of the Times, be- 
comes promotion manager for the 
newspapers. C. T. Williams, man- 
ager of the Sun’s promotion and 
research department, has resigned. | 


New national advertising rates | | 


| | 


have been announced, effective 
Sept. 29. They are: 

Sun, 55 cents flat; Times, 65 
cents flat; Sun-Times, 85 cents 
flat, and daily combination rate 
for the Sun and Times, $1. The 
Times at present has a flat 65-cent 
rate for daily and Sunday edi- 


|rates range from 61 to 65 cents a} duced budget, no paid advertising 
| line. j will be used. Newell-Emmett had 


| The new Sunday paper will} conducted the six months’ com- 


|carry Parade, formerly handled by 


|the Sun. The Sun’s “Book Week” | 


section will be discontinued. 


To Keelor & Stites 


James Walsh & Co., Lawrence- 
burg, Ind., distillery, has 
pointed Keelor & Stites Company, 
Cincinnati, as its advertising and 
merchandising consultant. Maga- 
zine, trade publication, direct mail 
and point-of-sale advertising will 
be used. 


Names Newell-Emmett 


Newell-Emmett Company, New 
York, has been appointed by the 
U. S. Coast Guard to guide the 
unit’s public relations and recruit- 
ing program. Because of a re- 


ap- | 


|paign ending June 30, and the 
present contract runs until Feb. 
| 29, 1948. 


To Redtield-Johnstone | 


Helen Black, former media di- 
rector of Walter Swertfager Com- 
pany, has joined Redfield - John- 
stone, Inc., New York, in a similar 
capacity. Andrew Isaacson, from 
Swertfager, is now in the R-J 
production department. 


Rejoins Meyerhoff 

| Elaine Nelson, formerly with 
| Franklin Bruck, Inc., New York, 
ihas rejoined Arthur Meyerhoff & 
|Co., Chicago, as administrator of 
ithe agency’s New York office, 
| which will be opened next Janu- 
| ary. 


‘Hotel Features Safety 


The Devonshire Hotel, Van- 
| couver, B. C., the first hotel in the 
|city to install Sterilzone germi- 
|cidal lamps, is featuring the in- | 
|stallation in newspaper copy. 
| headed, “Visit in Safety.” The ac- 
|;count is handled by O’Brien Ad- 
'vertising Ltd., Vancouver. 


To McConnell, Eastman 


McConnell, Eastman & Co., To- | 
ronto, has been appointed to di-| 
rect the advertising of Pratt Food | 
Company of Canada, Guelph, Ont., | 
stock foods. Farm ne 
will be used. 


The management man's \ 
preferred source of daily [5 
business news in the nation's 
greatest industrial area 

=the Central West. 


{ 


Chicago Sournal 
of Commerce — 


GIBBONS 
J. J. 


MONTREAL « 


GIBBONS LTD. 


TORONTO « WINNIPEG «© REGINA «© Cal 


KNOWS 


HEAD OFFICES 200 BAY STREET TORONTO 


CANADA 


ADVERTISING 


GARY « EOMONTON «+ VANCOUVER 


: 


f 


tions. The Sun’s daily rates are 


from 54 to 58 cents, and Sunday | ! 


As a user of Words 
You will be thrilled 
By the Words of.... 


\ MAN WHO MADE A FORTUNE 
WITH WORDS, NAMES AND MEN 


| 


4 is he tells you of his business experi- 
" gS ences in that interesting book 
‘Teacher of Business.” 
oe a 
R this man who built one of America’s | 
ence most successful business publishing 
ond properties — The McGraw-Hill Pub- 
lishing Company — is none other than 
«sith James H. McGraw. 
work. a 
>mo- The size of this book is 6% x 91%4— 
4 t is bound in a_ beautiful green 
, Simulated leather with title and sub 
3 for title printed in gold ink on the front 
years cover 
@ ac- \n autographed photograph of Mr. 
road MeGraw worth framing is reproduced 
u as na front inside page. This book 
g al vill make a useful, permanent addi- 
‘ion to your business and home 
dure. library, 
st $100) J 
1, Wl. per copy | df 
—— § \dvertising Publications, Ine. 
ames 1") E. Ohio St. Chicago 11, Il. 
HLL IN AND MAIL THIS COUPON 
wa TODAY 
U or 
p \dvertising Publications, Ine. 
Div. 999 
ry for 4 cZ 
t change 100 ¥ — ‘a 
cago a: &. Ohio St., Chicago 11, Tl. 
diversifi- 
I. Gentlemen: 
y r ) 
~ “ne | @elease send me... .copies of “Teacher | 
/ ‘t Business”. Enclosed is $.......... | 
su = 
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EC EO® -isrixissacepasroearenaskle 
—~]| Meee 
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Les Johnson, V. P. and Gen. Mgr. 
Affiliate of Rock Island Argus 


Avery-Knodel, Inc. 
RADIO STATION REPRESENTATIVE 
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ABC Affiliates 
to Plug Programs 
on Highway Signs 


ATLANTIC C1TY — Promotion- 


minded ABC stations agreed here 
last week on a plan to “blanket” 
the nation’s main highways with 
spectacular outdoor signs featur- 
ing call letters of the local ABC 
affiliate and the network programs 
it handles. 

The network’s five owned and 
operated stations in New York, 
Chicago, Detroit, Los Angeles and 
San Francisco, were first to sched- 
ule extensive use of the 24 by 8- 
foot Scotch light-type signs. Other 
affiliates are expected to join. 


i Cel eh ‘GY 
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|national promotion in such maga-| will be held in Chicago at the 
'zines as Life and The Saturday | Stevens Hotel, Oct. 30-Nov. 1. The 


Evening Post, the signs will pro- 


|mote programs in about 20 words. | 
|The Scotch light construction is a| 


plastic, glass, lead combination 
visible both day and night. 


Seixas Named V.P. 


Marc H. Seixas, media director 
of Owen & Chappell, New York 
agency, has been advanced to 
vice-president. Since 1936 Mr. 
Seixas has been with this agency 
and its predecessors, White, Lowell 
Company; White, Lowell & Owen, 
and John H. Owen Company. 


Bakers Set Chicago Meet 


The annual bakers meeting and 
American Bakers Association 


|highlight of the convention will 


be the presentation of the baking 
industry’s promotional program. 


Kodak Boosts Welsh 


Frederic S. Welsh, on the sales 


|department’s territorial manage- 


ment staff in charge of the mid- 
west division, has been appointed 
manager of Cine-Kodak sales di- 
vision of Eastman Kodak Com- 
pany, Rochester, N. Y. 


Wade Advanced 


W. H. Wade has been named 
head of the western division of 
John Stuart Sales Ltd., Toronto, 
making his headquarters in Win- 
nipeg. He was formerly on the 
sales staff of the company’s On- 


Tying in with the network’s| golden anniversary 


convention | tario division. 
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Here’s one place 
where a dollar 


BUYS MORE TODAY 
than in 1939! 


HEN YoU PAY almost double the 

1939 price for a ton of coal, 
you're still only getting 2,000 pounds 
of coal. No matter how you burn it, 
you won't average more than 12,500 
b.t.u.’s per pound—same as in 1939. 
And that goes for almost everything 
else that has gone up in price—you’re 
paying more today, but you get no 
compensating increase in value. 


Compare the cost of youradvertising on 
the same basis, and what do you find? 


Even with the increase in rates, your 
advertising dollar, in business papers, 
actually buys more today—not less— 
than in 1939, And in most cases, it’s 
much, much more. 


In every industry, in every field served 


by ABP publications, the actual unit 
sales in these markets, the purchasing 
power, the dollar volume—all are much 
greater than in 1939, That means that 
your business paper advertising is not 
only covering a broader area, but a 
much more fertile one. 


Example: there are 48,000 more manu- 
facturing firms today—large, medium- 
size and small — than were in opera- 
tion pre-war, and almost half again 
as many employees. There are more 
jobbers by the thousands, more 
wholesalers, more dealers in every 
field. And our gross national product, 
according to government reports, is 
119% above the 1939 level. 


As Alfred M. Staehle analysed it, before 


the N.I.A.A. convention in Milwaukee; 
advertisers in ten major industries to- 
day are paying from 13% to 58% less for 
their advertising than they paidin 1939! 


Space rates, naturally, have increased 
with circulation gains. But the biggest 
gain belongs to the advertiser who 
understands how to use business paper 
space effectively in these tremendously 
expanded markets. 


And that’s where ABP can help. If 
you haven’t seen our latest literature 
on advertising results, we'll be glad 
to send you free copies — together 
with reprints of this ad (for the bene- 
fit of those friends of yours who still 
grumble about “‘the high cost of 
advertising’). 


THE ASSOCIATED BUSINESS PAPERS 
205 East 42nd Street, New York 17, N.Y. 


ABP’s BUSINESS IS TO BOOST YOUR BUSINESS 


PARTIES, TOO—Taking time out from 

the business of the session, Judge Jus. 

tin Miller, left, president of the NAB 

greets Charles R. Denny, chairman of 

the FCC, at Columbia dinner party fo, 
its affiliates. 
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Commercials Win 
Detender; Hits 
Public Instead 


ATLANTIC Crry—One speaker, at 
least, at NAB’s four-day conven- 
tion voiced no criticism of com- 
mercials. 

He did, however, give a verbal 
spanking to the American public 
for taking its radio for granted, 
without as much as a word of 
thanks, Said Robert R. Wason, 


president of Manning, Maxwell & 
| Moore, and chairman of the NAM 
| board: 

| “Complaints that radio com- 
|mercials intrude on news and 
_music, come from people who pay 
nothing for the broadcasts. 

“Commercials every audience 
hears are in themselves an educa- 
tion. They carry the story of all 
market places to every customer 
and consumer of goods in every 
section of the nation.” 

Mr. Wason also had a word of 
advice for broadcasters on the 
subject of radio advertising. He 
cautioned: 

“Tighten your rules as_ you 
must. Further refine your regu- 
lations to protect the morals of 
children, to improve the education 
of the young and the information 
of the mature, but defend at all 
hazards the commercials _ that 
make you, or radio will be lost 
and liberty will be gone. Without 
the commercials that supply in- 
come to buy programs, there could 
be no American radio.” 


Estate Names Selmeier 


Lewis W. Selmeier has been ap- 
pointed advertising manager of 
the Estate Heatrola division, 
Noma Electric Corporation, Ham- 
ilton, O. Associated with the 
Estate organization prior to the 
war, Mr. Selmeier recently has 
been vice-president of Robert 
Acomb, Inc., Cincinnati agency. 
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So complete is The BAYONNE TIMES cove 
that no outside newspapers can compel 
this wealthy market. The times daily reo* 
into 73% of Bayonne’s homes-delive’s 6 
more copies in Bayonne than all other Hy 
son County and New York evening PoP? 
combined ...92% Home Delivered 


Nat )N Y REPRESENTE 


| THE BAYONNE TIME 
| Alt 
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BOGNER & MARTIN | 
295 MADISON AVE. NEW YORK @ 228 6 LA SALI! $1. 
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‘Winner Take All’ 
and Joan Davis 
) | Join CBS Co-ops 


: New YorK—The CBS stable of 

co-op shows was augmented last 

week with the signing of Joan 

Davis, comedienne, and “Winner 
’ Take All,” quiz program. 

Miss Davis will return to CBS 

® Saturday, Oct. 11, in the 9-9:30 


= p.m., EST, spot. Depending on 
of number of stations signed, her 
for | wages in the new program, which 
will follow the situation comedy 
—. BH formula, may be $5,000 a week. 
Payment to co-op stars is said to 
n average 20 to 40% of participating 
stations’ hourly rates. Miss Davis, 
however, is reported to be getting 
60%—as against Abbott & Cos- 
tello’s 80%, or $7,000 a week for 
the two of them. 
r, at “Winner Take All,” now heard 
ven- Have days a week at 3:30-4 p.m., 
omM- BEDT, will go co-op on Sept. 29 
in the 4:30-5 p.m., EST, period. 
rbal Byouse Party,” now heard Mon- 
iblic Bday through Friday at 5 p.m. as 
ited, Aa co-op, shifts to the 3:30-4 period 
d of Mon that date and will continue as 
asOn, B. co-op through Nov. 28. Starting 
ell & Bec. 1, all five “House Party” 
NAM @ broadcasts will be resumed by 
General Electric’s appliance and 
com- @ merchandise department, through 
ane B Young & Rubicam. 
) pay Meanwhile, another CBS-devel- 
: oped quiz show, “Strike It Rich,” 
lence @ launched last June, has been sold 
juca- %o Luden’s, Inc., cough drops, 
of all @ through J. M. Mathes, Inc., and 
omer @ will make its bow as a sponsored 
every Mprogram on Sunday, Nov. 2, 
10:30-11 p.m., EST. 
rd ot Tall tales by Frank Morgan, 
1 the marital comedy sketches by 
He Frances Langford and Don 
Ameche, sengs by Miss Langford 
you @and guest stars, and a weekly pre- 
regu- view of new records make up the 
als of Hnew “Old Gold Show,” which P. 
cation @Lorillard Company will sponsor, 
nation through Lennen & Mitchell, on 
at all @CBS 9-9:30 p.m., EDT, from Hol- 
that Mlywood, beginning Wednesday, 
e lost MpePt. 24. 
‘ithout an ae gee 
ly in- § Kimberly-Clark Honors 
could §Long-Service Employes 
Kimberly - Clark Corporation, 
Neenah, Wis., celebrating its 75th 
anniversary, has organized a 
er Quarter-Century Club for long- 
service employes. Members have 
en aP- received personalized certificates 
ger of Hof membership and $100 United 
vision, @States savings bonds. Those now 
Ham- @fetired as well as those in active 
th «=the Mservice received the bond gift. 
to the § A company brochure containing 
ly has @Plctures of the long-service em- 
Robert MPloyes also commemorates the 
oncy. occasion. 
ES . . 
Rogers Joins Maxon 
51 MARKER John L. Rogers, formerly a copy 
sroup head at Dancer-Fitzgerald- 
— 


Sample, New York, and copy chief 


| | poems | pm) 


| of Cecil & Presbrey, has joined the 
th —* staff of Maxon, Inc., De- 
oit. 
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Broadcasting Firm Folds 


Rochester Broadcasting Corpo- 
ration, which unsuccessfully tried 
to obtain radio rights in Roches- 
ter, N. Y., has been dissolved, ac- 
cording to papers filed with the 
Secretary of State. 


Mitchell Goes on Own 


James Mitchell, radio director 
of Meneough, Martin & Seymour, 
Des Moines agency, has resigned 
to establish his own agency in 
Milwaukee. 


Adclub Maps Fall Series 


The Advertising & Sales Club 
of San Diego is launching a fall 
series of programs at its weekly 
luncheon meetings designed to 
start people thinking more opti- 
mistically about the city’s future. 


Starts New Button Series 


B. Blumenthal & Co., New York, 
maker of La Mode fashion buttons, 
has launched an institutional type 
ad series in Life, starting Sept. 22 
and running through Nov. 3. The 


ads will carry the theme: “More 
needles pass through La Mode but- 
tons than through any other but- 
tons in the world.” This series is 


55 


in addition to the company’s pres- 
ent advertising program. Grey 
Advertising Agency, New York, 
handles the account. 


ABC MEMBERSHIP 


lowest cost per inquiry in 
this highly responsive field 


| GEORGE Tf. HOPEWELL, EASTERN REPRESENTATIVE + 101 PARK AVENUE. NEW YORK 
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SNPA Completes 
Plans for Second 
Newsprint Mill 


Stop Open Market 
Bids, Stahlman 
Urges Publishers 


Hot Sprincs, Ark.—Newsprint 
occupied the center of the stage 
at the 45th annual convention of 
the Sou.hern Newspaper Publish- 
ers Association, which closed a 
three-day meeting at the Arling-| 
ton Hotel last Wednesday. 

Completion of plans for financ- | 
ing and establishing the Coosa 
River Newsprint Company at 
Childersburg, Ala., was an- 
nounced, the second paper mill 
successfully promoted by the 
SNPA. At the same time, the as- 
sociation heard a plea from E. B. 
Stahlman Jr. Nashville Banner, 
president, that publishers. dis- 
continue bidding for newsprint on 
the. open market at fantastic | 
prices, as a means of helping to 
stabilize the market. 

The Coosa River newsprint 
project has been on the fire for 
several years, and the $30,000,000 
company, with an annual capacity 
of 100,000 tons, is about ready to 
get going. The Alabama Ordnance 
Works has been leased from the 
federal government, 100,000 acres | 


of timberland leased, and a con-| 
tract signed with the Kimberly- 
Clark Corporation to operate the 
plant. 


To Purchase Stock 


Southern newspaper publishers 
will subscribe for $2,500,000 of 
the common stock of the company, 
with Kimberly-Clark taking an 
equal amount. Birmingham inter- 
ests will control the company, 
whose bonds will be purchased 
by a leading midwestern insurance 
company. Jack Kimberly, vice- 
president of the big Neenah, Wis., 
paper manufacturing company, 
told the association on Monday 
that he believes the mill will be 
in operation early in 1950. 

The Lufkin, Tex., plant of the 
Southland Newsprint Mills, estab- 
lished several years ago through 


| 


REPORT ON NEWSPRINT MILL—Highlighting the Coosa River newsprint mill 
report at the Southern Newspaper Publishers Association convention were (left 
to right) Jack Kimberly, vice-president, Kimberly-Clark Corp.; Clarence B. 
Hanson Jr., publisher, Birmingham News and Age-Herald and chairman of 
SNPA's newsprint mill committee; Donald Comer, chairman, Coosa River News- 
print Co., and Edward L. Norton, president of the Coosa River company. 


on contract prices. The wide, tracts, better copy is the road to 
spread between open market/cutting costs for the advertiser 
prices and contract prices can 
have the further effect of at- 
tracting into the open market 
newsprint that is manufactured 
for contract customers.” 


publisher. 

N. R. Howard, editor 
Cleveland News and president of 
the American Society of Newspa- 
per Editors, delivered a vigorous 


defense of newspaper policies in a 
An address that attracted much/|jyncheon address on “The Search 


interest and comment was given! for Truth,” in which he attacked 


Urges Intensive Research 


| elected president of the operating 


and increasing the volume of the|of Commerce and the Post-Herald 


of the| 
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Six Dailies Plan | 
Indiana Newsprint 
Reclamation Plant 


Gary, Inp.—Construction is ex- 
pected to get under way next 
month on a $500,000 newsprint re- 
clamation plant here, backed by 
six daily newspapers associated in 
the enterprise, it was announced 
last week by J. R. Snyder, pub- 
lisher of the Gary Post-Tribune. 

Mr. Snyder, who has been 


company, Gary Paper Mills, Inc., 
said the plant will be the first to 
make practical use of a new tech- 
nique in reconverting newspapers 
by a cold water de-inking process. 

Besides the Post-Tribune, other 
dailies supporting the project in- 
clude the Times, Hammond, Ind.; 
News-Sun, Waukegan, Ill.; Jour- 
nal Peoria, Ill.; Chicago Journal 


and Register, Beckley, W. Va. 
Other officers of the new cor- 
|poration include Carl P. Slane, | 
publisher of the Peoria Journal, 
| vice-president; and F. Ward Just, 
| general manager of the Waukegan 
|News-Sun, secretary - treasurer. 
| Members of the board include the 


Pacific Coast 
Leaders Protest 
Co-op Tax Freedom 


Can't Compete on 
Present Basis, One 
Witness Contends 


SEATTLE — Spokesmen for flour 
milling companies teamed up with 
hardware and implement dealers 
of the Pacific Northwest recently 
to attack the freedom of coopera- 
tives from federal income taxes. 

The occasion was a_ two-day 
hearing Sept. 10-11 by a subcom- 
mittee of the House small business 
committee, which opened its road 
tour here and then moved to San 
Francisco. 

Throughout the hearing the 
complaint of business was the 
same: The heavy and continuing 
increase in federal income taxes 
on corporations gives farm coop- 
eratives, which are free from this 
tax, a competitive advantage that 
is putting many corporations out 


vy Dr. Mark Ellingson, president) the findings of the Commission on | officers and James DeLaurier, 


«of the Rochester Institute of Tech- | Freedom of the Press organized 
nology, which is now conducting | by the University of Chicago. He 
a school in graphic arts. He urged | said that newspapers express every 
the publishing and graphic arts!point of view on current prob- 
industries to combine in a broad!jems, and unanimous agreement 


|publisher of the Hammond Times, 


| ager 


program of fundamental re- 
searcn, covering such subjects as 
paper, ink, plate making, com- 


|position and press work, to the| 


end that printing be made better, 
faster and cheaper. He said that 
considering the size of the 


dustry and the importance of 


million dollars would be well jus- 


which would follow. 
Concerned Over ITU Stand 


Considerable uneasiness was ex- 
pressed by publishers, both in in- 
formal group meetings and at an 
open session devoted to labor re- 
lations, as the result of the an-| 
nounced policy of the Interna- 


tion to the Taft-Hartley law. 
Some publishers are already op- 
erating without contracts under a 
statement of conditions 


the efforts of the SNPA, is now 


delivering over 50,000 tons of | ployment posted by the union, and 
paper to its members, and has|others have only verbal agree- 
ordered equipment which will in- | ments that the union will continue 


crease its capacity to 150,000 tons. 


Newsprint Usage at Peak 


In his annual report, President 
Stahlman reviewed the newsprint 
situation, pointing out that there 
is no shortage, but that more 
paper is being consumed than ever 
before. He opposed resumption 
of rationing, and asserted that no 
publisher has been forced to sus- 
pend publication because of short- 
age of newsprint. 

“Some _ publishers, 
scramble to increase 
and advertising revenue,” he 
added, “have engaged in the 
sporadic purchase of spot news- 
print. The purchase of spot news- 
print at fantastic prices not 
conducive to the stabilization of 
newsprint price levels. To con- 
tinue this would be rendering a 
disservice to our industry and to 


in a mad 
circulation 


is 


employment are satisfactory. It 
is hoped that a meeting of repre- 
sentatives of the ANPA and the 
international union at 


apolis Sept. 25-26 will result in 


| some agreement. 
Loyal Phillips, advertising di- 
rector of the New Orleans Item, 


| reporting for the advertising com- 
| mittee, pointed out that in view of 
| current declines in unit sales of 
idepartment stores, it may be 
|necessary for publishers to plan 
|more aggressive selling to main- 
|tain their revenues. He urged 
|planning for a 20% linage in- 
,crease, based on the ability of 
newspapers to obtain newsprint, 
and said that the increase could 
|be developed through better sales 
training. 
He urged 


that newspapers de- 


velop a larger volume of coopera- | 


our regular suppliers as well.” tive advertising from _ dealers, 
The report of the newsprint! since national advertisers, par- 
committee, headed by D. Hiden | ticularly in the appliance, grocery 


Ramsay, discussed the same theme 
in the following comments: 
“The dangers inherent in open 
narket transactions in newsprint 
t prices far in excess of contract 
rices should be emphasized. 
While the tonnage involved in such 


and drug fields, are providing lib- 
eral arrangements to share the 
cost of local advertising with their 
dealers 
Visual Presentations Aid 
Visual 


presentations containing 


ransactions probably constitutes copy suggestions for retailers will 
ly a fractional part of the total help, he declared, pointing out 
msumption of American news- that since the advertiser makes 
ipers, it is undoubtedly large his own rate on the basis of the 
10ugh to have an unsettling effect number of readers his copy at- 


in- | 


printing to the whole civilization, | 
an annual expenditure of several | 


tified by the long-range benefits | 


tional Typographical Union not to| 
sign contracts because of opposi-_| 


of em-) 


to work as long as conditions of | 


Indian- | 


on any subject is rare. He denied 
that there is an effort on the part 


of the press to distort or suppress | 


news, declaring that editors and 
| staff are too busy reporting facts 
to deliberate on whether the news 
is favorable to any given point of 
view. 

E. B. Stahlman Jr., 


Nashville 


'the board of the association, mov- 
ing up from president. Lisle Baker, 
| Louisville Courier-Journal and 
Times, was elected president. 
Ralph Nicholson, New 
Item, was chosen treasurer, and 
Walter Johnson was reelected sec- 
retary-manager. New directors 


crat, Little Rock; Charles T. Cof- 
fin, Miami News; L. W. Hager, 
Messenger and Inquirer, Owens- 
boro, Ky.; J. M. Blalock, Record 
and State, Columbia, S. C., and 
Mrs. Oveta Culp Hobby, Houston 
Post. 


Starts Contest to Find 
‘Voice of Democracy’ 


The United States Junior Cham- 
ber of Commerce, in cooperation 
with the United States Office of 
Education, Radio Manufacturers 


sociation of Broadcasters, is con- 


high school students in 


National Radio Week, Oct. 26- 
|Nov. 1. The contest will seek to 
|select competitively in each com- 
| munity the high school student 
who prepares and delivers the 
best brief talk on the topic, “I 
| Speak for Democracy.” 

Local and regional contests will 


the final contest to 
'choose the national “Voice of 
| Democracy” will be a _ feature 
}event of the Radio Week celebra- 
|tion, which will mark the 27th 
birthday of radio broadcasting. 


Week, while 


Appoints John Markey 

John R. Markey, 
with Crosse & Blackwell Com- 
pany, London, England, in a sales 
and advertising capacity, has been 
appointed an account executive in 
the Vancouver office of Stewart- 
Lovick & Macpherson. 


Sheaffer Appoints Two 


Karl F. Dinnauer has been 
named manager of the advertising 
department of W. A. Sheaffer Pen 
Company, Fort Madison, Ia. Hal 
R. Schroeder has been appointed 
manager of the export and trade 
_paper section. 


Banner, was elected chairman of | 


Orleans | 


are K. A. Engel, Arkansas Demo- | 


Association and the National As- | 


;ducting a nationwide contest for | 
October | 
as a prelude to the observance of | 


be held prior to National Radio| 


at one time} 


and Philip P. Page, business man- 
of the Chicago Journal of 
| Commerce. 


Production Next Summer 


Mr. Snyder said the sponsors 
are hopeful of starting actual pro- 
|duction of newsprint next May or | 
June, and the proposed mill will | 
have an annual rated capacity of! 
16,000 tons. Other newspapers | 
may join in the venture before the | 
\factory goes into regular produc-| 
tion, he added. 

The mill capacity may be ex- 
panded later, it was reported, if, 
the critical newsprint shortage 
‘continues unabated. | 

Mr. Snyder said the group is | 
convinced that the reclaimed | 
newsprint “will be produceable at 
}a price which will compete effec- 
|tively with the delivered price of 
newsprint.” The de-| 
inking process to be used in the) 
‘Gary factory was developed by 
'F. B. Oldham, veteran Buffalo, 
|N. Y., research engineer, after pre- | 
vious efforts to employ a hot water | 
/process proved too costly. A} 
'Fourdrinier machine will be used | 
in producing a sheet of reclaimed | 
newsprint 106 inches wide, at a 
speed of between 800 and 1,000) 
feet a minute, with the daily pro-| 


‘duction expected to average ad 
tons. 


| Canadian 


| 


Canadian Stations to 


All Canadian radio stations will 


rate of 14 cents for each receiving 
set in Canada to the Composers, 


tion of Canada, it was decided by 
the Copyright Appeal Board. Of 
the total assessment, CBC will pay 
half, with the remainder being 
| distributed among private stations 
represented in the Canadian As- 
|sociation of Broadcasters. Pre- 
viously CBC paid only three cents 


per receiving set for performing | 


rights and the 89. private stations 
paid five cents. 

The board also authorized an- 
other royalty agency, BMI (Can- 
|ada) Ltd. to collect fees totaling 
$26,315 from CBC for the use of 
its controlled music, an 
|representing 11% cents per receiv- 
jing set compared with the one 
cent previously allowed. BMI also 


Pay Higher Royalties | 
_ veloped that members of coopera- 
have to pay an over-all license | tives are subject to income taxes on 


amount | 


of business. 
Can’t Compete with Co-ops 


W. C. Raugust, a state legislator 
and general manager of the Odessa 
Trading Company, Odessa, Wash.. 
put the issue this way: “It is my 
opinion, after 30 years in business, 
that small corporations cannot 
compete with tax-free coopera- 
tive corporations.” 

To this line of attack, Marvin S. 
Allyn, comptroller of Washington 
Co-Operative Farmers Association 
of Seattle, one of the seven o1 
eight largest cooperatives in the 
country, countered: 

“A private corporation is in 
business to develop a profit. The 
Washington co-op is in business 


‘to perform a service for its mem- 


bers. We are performing an 
off-farm operation — purchasing 
and marketing for the farmer.” 
Allyn’s organization has 27,000 
farm-family members and_ last 


year did a gross of $37,000,000. 
Ploeser, Patman Clash 


The hearings brought occasional 
clashes between the committee 
chairman, Rep. Walter Ploeser 
(R., Mo.) and Rep. Wright Pat- 
man (D., Tex.). Patman, defender 
of cooperatives, sought to show 
that, for tax purposes, a coopera- 
tive is similar to a partnership or 
individual proprietorship and 
should not be asked to pay a fed- 
eral income tax any more than 4 
partnership is. 

The exchange of questions de- 


|payments from cooperatives, but 
javoid the double taxation of 4 


Authors and Publishers Associa-| stockholder in a corporation. Jus! 


| when and to what extent farm co- 
| operative members are subject to 
income taxes on patronage divi- 
|dends that are held back to pro- 
‘vide working capital was a matter 
of disagreement, even amons 
committee members. 

Raugust aroused unusual inter- 
est with the change he had made 
in his business to meet the com- 
petition of farm cooperatives. His 
business was primarily with farms, 
selling hardware and implement 
and buying grain. When Raugus' 
saw that war taxes would take 4 
much as 80% of his net in 
while neighboring farm cooper 


me 


vitae fend ry Vo tives paid no federal income ‘@* 
| agreem vi 2 new bE cietos rte mural 

or excess profits tax, he figu! 
lamounts are for the calendar Pp 


year, 1947. 


Renews Video Show 

United States Rubber Company 
has renewed “Campus Hoopla,” a 
| half-hour television variety show 
aired Friday at 8 p.m. over WNBT, 
|New York. Campbell-Ewald Com- 
| pany, New York, is the agency. 


he had to do some surgery 0! 
own company to stay in business 
One of his big problems wa 
raise capital to build new £2! 
elevators. 


Issues Preferred Stock 


As a result, Raugust issued $100 
6% preferred stock—one share ! 
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a customer. When a_ customer 
bought this, he became eligible 
for a patronage dividend at the 
end of the year, the distribution 
veing based on the amount of each 
customer’s patronage. Then, like 
a cooperative, Raugust paid part 
of the dividend in cash and part 
in participating certificates that 
permitted him to hold back some 
of the net earnings tax-free for 
plant expansion. 

Last year Raugust did a $3,000,- 
900 business, distributed more 
than half the net income to pa- 
trons, and paid $25,000 income tax 
on the net that remained for com- 
mon stockholders. 

Speaking as one of the largest 
millers and distributors of grain | 


flour 
with 
alers 
ently 


Advertising Age, September 22, 1947 


is bound to destroy a taxed econ- 


|}omy,” he warned. 


“The cooperative corporation | 
movement is not the _ simple 
farmer co-op agency that Con- 


gress extended aid to in the past,” 
he continued. “They are business 
—big business—in direct compe- 
tition with tax-paying members; 
they are corporations, just as our 
membership is in most cases— 
profit-earners, but tax exempt.” 

George Dixon, secretary of the 
North Dakota Implement Dealers 
Association, estimated that the 
federal government would have 
collected $2,500,000 from 500 
North Dakota cooperatives if they 
had been subject to the federal 
income tax law. He said co-ops 
Jid a $209,000,000 business in 
North Dakota in the fiscal year 
ended June 30, 1946. 


Dispute Over Net Income 


At the committee’s request, 
Allyn had submitted in advance 
detailed financial 


cooperative been a private corpo- 
ration it would have paid $7,366,- 
000 in federal income taxes on 
$15,753,000 ‘net income” in the 
past 12 years. But Allyn main- 
tained that what the staff called 
“net income” was not in any way 


|comparable to corporation net in- 


come, but rather was a final pay- 
ment to members. 


Receive Higher Prices 


Harold Foster, of Washington 
Packers, a farm cooperative oper- 
ating seven canning and freezing 
plants, and Frank Erickson, of 
Washington Canners, Hood River, 
Ore., another cooperative, stressed 
that with farm cooperatives, mem- 
bers got definitely higher prices 
for their produce. Erickson re- 
marked that before Washington 
Canners was set up, members got 
a poor price for fruit because, 
they were told, quality was off. 
He added, “it is surprising how 
much the quality improved after 


a ton above any independent can- 
nery in Washington and Oregon. 
After hearings at San Francisco 
‘and Los Angeles, the committee 
| will move eastward. 


‘Offers Ad Course Data 


The Advertising Federation of | 
America has prepared a “Directory 
of Advertising and Marketing| 
Education in the United States,” | 
which lists 3,384 courses offered 
by 796 degree-granting colleges 
and universities, plus correspond- 
ence courses available from uni- 
versity extension departments and 
private home study schools, and 
courses offered by advertising 
clubs. The book is available at 
$2.50 a copy from the Bureau of 
Research and Education, Adver- 
tising Federation of America, 330 
W. 42nd St., New York 18. 


Faber Starts Agency 

F. H. Faber has organized an 
industrial advertising agency, F. H. 
Faber, Advertising, with offices at 
806 Lumber Exchange building, 
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Introduces New Paint 
Wesco Waterpaints of Canada 
Ltd., Montreal, used trade pub- 
lications this month to announce 
a new product called Swing, a 
resin and oil paint which mixes 


| with water and may be applied 


over any surface. Two-color ads 
in the October and November is- 
sues of Canadian national maga- 
zines will also carry the announce- 
ment. Walsh Advertising, Inc., 
Montreal, handles the account. 


HOSIERY- 


“Carrying the Most Product — 
Advertising to Hosiery Mills: 
KNIT GOODS WEEKLY 


to stations a 


> R d Wholesalers: 
Monthly Hosiery Merchandising 


ction—edited solely ig 
Buyers of Hosiery 


KNIT GOODS WEEKLY 


~~ products in the Pacific Northwest, 
day (Moritz Milburn, president of | 
con. Centennial Flouring Mills Com- | 
iness MPaDY) Seattle, declared “the field | 
vaad of flour milling, feed mixing and 
» San grain elevator operating is highly 
competitive. We must be able to 
the compete in order to survive. We 
; the maintain that others operating in 
nuing the same field with us should not! 
tnsees be income tax free when our com- 
coop- pany must pay very substantial 
n this federal income taxes. . . 
> that Big Building Plans 
‘SOUL “We now are seeing construc- | 
tion on a large scale by many co- 
ps operatives locally with funds ob- | 
<lator q‘#ined in this manner and we hear 
~Teaawy of plans for large construction in | 
Wash the years immediately ahead. The 
is “2 Farmers Union Grain Terminal 
siness, @20W has gross assets of $22,500,- 
saasinal 000. The capital structure has 
sere: been increased from $10,000,000 
to $25,000,000 and the present goal 
vin §. 5 ROW $100,000,000.” 
ington Because cooperatives do not pay 
a7 federal income taxes, their net re- 
‘en org urn on property is higher and 
in the My ney have been able to buy up 
grain elevators at prices private 
‘is th corporations cannot pay. “There 
These te wheat stations,” he said, 
setnaes “where only cooperatives main- | 
mem- @ 22 elevators for the reason that 
ing an their income tax advantage has 
eaatns allowed them to drive competitors 
ieee out of business or buy their facili- | 
27,000 Mes: ee 
i last Expressing similar concern, Paul 
000. Trigg said the Montana Flour 
’ Milling Company, Great Falls, 
L Mont., found that its tax burden 
tein figured out at 31% of the gross 
ort margin on handling grain. He 
7 sd offered thé figure “to illustrate the 
- Pat. Peompetitive disadvantage which 
steada lies aga st that portion of the 
' pee grain handling business subject 
~ a, 2 federal taxation as opposed to 
vy a that portion of the grain-handling 
“ : nd pusiness which enjoys tax ex- 
. py emption.” 
than a Business Volume Soars 
5 As an indication of the recent 
mas Ge- Rrowth in size of individual co- 
oper" Poperatives, James B. Channing of 
sage Spokane, managing secretary of 
es, DU" Bhe Pacific Northwest Hardware 
n ' , and Implement Association, cited 
n. “US' Bhe Pacific Supply Cooperative, 
see to @Valla Walla, Wash. In its first 
bject to year, 1934, its business volume 
© — vas $170,000; in 1946, volume was 
ie $12,500,000. “A tax-free economy 
among 
1] inter- 
id made 
1e com- 
ves. His 
h farms, 
ylements 
Raugus! 
take as 
incom 
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ome ta 
figured 
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reports, from|we started our cooperative can- 
which the committee staff con-|nery.’ He said this year the coop- 


ofuded that had the Washington erative cannery paid members $20 


Minneapolis. Mr. Faber has had 
18 years’ experience in sales, sales 
management and advertising. 


| Madison Ave., New York 10 


IN NET PAID CIRCULATION 


... the result of dynamic editorial leadership 
and the vital merchandising program developed by 


| 
| 
| 


American Lumberman «& Building Products Merchandiser 
AL&BPM Leads All Papers in the Field in Net Paid Circulation 
As Shown by Publishers Statement June 30, 1947 
2nd 
Largest Coverage Distributors: ater Paper 
Retail Dealers—Lumber, Building 
-- Lowest Cost -- Materials & Installed Equipment......... 15,427 15,708 
You Save 18.5 to 24.7% Wholesalers, Jobbers & Manufacturers’ 
Agents of Lumber, Building Materials 
Froun coast to const, tausber and bullé- NE CII, sic okkccarni rey ccavnrseen 1,399 876 
ing products dealers are acclaiming the , er 16,826 16.584 
helpfulness of AL&BPM’s dynamic mer- Total Distributors ......... ' 
<a laeaaiaaaaaae a Manufacturers of Lumber, Wood Products, 
— Building Products and Equipment.................. 1,840 717 
No wonder that American Lumberman Miscellaneous, Unclassified and Other 920 1,132 
ildi ducts Merchandi h ae —— 
the faster, crowing circalotion in the TOTAL in June 90, 1947, Statement 19,586 18,433 
field—up 2258 net paid in the 6 months Average Net Paid for 6 mos. ending 
ending June 30, 1947. June 30, 1947.. 19,068 18,200 
Sesmmne of Ge sapld poogpem o AL&BPM Has Lowest Cost Per Page Per Thousand 
| AL&BPM in serving more and more of 
the primary factors in the trade, it offers 13-Time On Total ; OnRetail &Whise.; On Retail 
| you not only the largest coverage in the Page Rate Net Paid Net Paid Net Paid 
field, but also the lowest cost. You save 
18.5%, to 24.7%, by using American Lum- AL&BPM $200 $10.21 $11.88 $12.96 
berman & Building Products Merchan- 2rd Paper 250 13.56 15.07 15.91 


diser. 


Fastest Growing Paper 
in the Field 


Not only is American Lumberman & 
Building Products Merchandiser attract- 
ing more new readers faster than any 
other paper—but it is renewing more of 
its established readers. Renewal per- 
centage in AL&BPM’s June 30, 1947, 
statement is 81.56%, as compared with 
76.12%, for the second paper. 


ec Luberman 
Bunpinc Propucts Mencianpiser 


“The Market Place of the Light Construction Industry” 
139 N. Clark St. Chicago 2, ILL. Phone: Central 1281 
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Form Labor Press Group 
in Washington State 


Seeking to raise the standards 
of union publications and to curb 
solicitation of advertising by labor 
publications that lack union en- 
dorsement, labor leaders in Se- 
attle have taken steps to form a 
Washington State Labor Press As- 
sociation. 

Ed Weston, president of the 
State Federation of Labor (AFL), 
is temporary chairman of the as- 
sociation. A permanent organiza- 


tion will be set up in November. 
Mr. Weston said members would 
be given identification cards so 
that business houses, solicited for 
advertising, will know they are 
dealing with accredited labor pub- 
lications. 


Y&T Promotes Johnson 


Meade Johnson, who has been 
with Yale & Towne Mfg. Company, 
Stamford, Conn., for 20 years, has 
been promoted from marketing 
manager to general sales manager. 
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VITAL HELP FOR YOUR 


1948 CAMPAIGN 


PLANNIN 


YOUR PRODUCT AND 1,535 OTHERS are reviewed in detail 
in the 1947 St. Paul Dispatch-Pioneer Press Consumer Analysis. 
175 fact-filled pages that give you the facts you need in pre- 
paring your 1948 advertising campaign. These reports are now 


available ... free... 


it will be helpful if you moke your requesf on your business letterhead. 


National Advertising Department 
ST. PAUL DISPATCH-PIONEER PRESS 


RIDDER-JOHNS INCORPORATED 


342 Madison Ave., New York Wrigley Building, Chicago 


GEST. PAUL DISPATCH-PIONEER PRESS Hi 


Penobscot Building, Detroit 
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=: : ibe used in Seattle, 400 each , and is ™ 
Advertising in the Test Stage Long Beach, Cal., and Spokare § Corerat 
+ . drug stores, its experience has Wash. aud 30) saen af Shreve. KEN-L F 
Vitamin Vendor shown that sales of five-cent ee Manes CHICAC 
° single-tablet packages of Alka- F ees 
Will Be Tested Seltzer in non-drug outlets have on pg a en oe a 
cy HY *22 acted as sampling to stimulate a 
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IELD-TESTED and proved in peacetime and war, 
Illustravox sound slidefilm training is speedy, 
effective and inexpensive—better every way. Trainees 
| learn as much as 55% faster, and remember up to 70% 
| more and longer than under former training methods. 


@ @ @ Over 80% of all sound slidefilm equipmem “ow 
in use bears the Illustravox trademark. IIlustravox- 
trained men and women are doing more efficient f 
jobs on every industrial front. Consult your distributor 
for a demonstration today. See what Illustravox can do 
for you. The Magnavox Company, Illustravox Division, 


@ @ Industrial leaders everywhere agree, Illustravox 
| two-way training is the one best way. Dramatic pictures 
| and spoken words command interest—focus complete 
| attention on your training story. Presented in the 
home office or by your dealers in the field, your message 
always carries the authoritative voice of headquarters. 


Dept. AA-9, Fort Wayne 4, Indiana. 


* * * 


See “The Illustrated Voice.” Outstanding commercial film 

of the year, it show's how Illustravox can best be applied to you 
. . . - ly 

training and selling needs. Ask your Illustravox dealer 07 fi 


Your story never varies, never is misinterpreted. producer for a showing today! 


ILLUSTRAVOX 


THE ILLUSTRATED VOICE 


‘~ 


Your story 


DIVISION OF THE Ma mawOxX comPANY - FT. WAYNE 


MAKERS OF FINE RADIO-PHONOGRAPHS 
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. and is manufactured by the Bray ADA Uses Truck Posters EDT, over WBNT, New York. , ceeds Lee H. Hill, resigned. 

‘ Bi corporation, Pasadena, Cal. Whee Ania Dai A ‘ Television models will demon- Mr. Flynn has been with Mc- 
2€, ti Chi +~* eam age oe strate how to make jams and|Graw-Hill for 15 years, in both 
e- I KEN-L RATION GIVEN lon, Chicago, has begun its first) jellies the Certo way. Benton &| editorial and advertising capaci- 
ast use of truck posters with a series| Bowles. New York. is the agency. | ties 
of CHICAGO MARKET TEST a dairy seme displays on Railway ‘ : ere 

: Cuicaco — Quaker Oats Com- xpress Company trucks through- : 

% pany recently ran a one-shot test out the country. Flynn Named Publisher 
in the Chicago Herald aeredpe GF to Use Vid of McGraw-Hill Unit SIGNS OF LONG LIFE’ 
and Tribune o tage on ‘es “y Paws o Use Video Ralph H. Flynn, formerly as- FOR QUANTITY BUYERS 
- of Ken-L Ration dog foo ree General Foods Sales Company, | sistant publisher, will become pub- THE ARTKRAFT*SIGN CO 
ral with an introductory purchase of New York, will promote Certo} lisher of McGraw-Hill’s Electrical Division 
we one can. Oy over “Leave It to the Girls,” net- | World, Electrical Construction and </ A ° facturing Corporati 
0 The copy offers readers who fill \ work program now being televised | Maintenance, and Electrical 900 Kibby St. Lime, Ohio, U.S.A. 
ted out the coupon a money-back every Thursday at 8-8:30 p.m.,| Wholesaling, on Oct. 1. He suc- 
iny . *Tredemarts Reg U.S. Pat OF 
fm guarantee on the purchase price 
ar! of one can if their dogs do not| #icnsse eee 
Td; wrefer Ken-L Ration over the 
nd vegular food in dishes placed side 
py side. The ad set Sept. 27 as 
an- B the closing date of the offer. 
the Extension of the test to other pg srrciat oven vo ow neat 
an- / markets, of course, depends upon is OF THIS NEWSPAPER 
of Bresults of the promotion. The first e pag mee Rag chee Po 
na- 7 300-line copy was followed with | +ewttawg)) .. 7°" "SS" =o = 
ior smaller insertions in the same| esses —— 
her papers on Thursday of last week.|  iiieeee pope 
rms , = 
Spreads Buying Duties TWO FOR ONE—To prove your dog 
‘led The National Retailer-Owned| will love it—says Quaker Oats, give 
tle, Grocers, Inc., Chicago, will place} him his choice of Ken-L Ration and his 


now 
1VOX- 
cient 


its buying activities through three 
NROG offices—Chicago, New York 
and San Francisco—instead of 
concentrating them through head- 
quarters’ office in Chicago. Jerry 
H. Young, formerly in the Chi- 
cago office, will be located in the 
New York office, 370 Lexington 
Ave., as manager of all eastern 
operations. The San Francisco of- 
fice is located at 24 California St. 


Builds New Carton Plant 


Marathon Corporation, Menasha, 
Wis. manufacturer of packages 
and packaging materials for food, 
after Oct. 1 will house all carton 
sroduction units, carton raw ma- 
terial storage, warehousing for 
inished cartons, a die room, roller 
coating department, maintenance 
machine shop and parts crib in 
a new one-story building in 
Menasha. 


present food. Money back if he doesn't 
choose Ken-L Ration. 


BBB Issues New Aid 


The division of research of the 
National Better Business Bureau, 
New York, has. published a 
periodical bulletin, No. 1439, en- 
titled “The Use in Advertising of 
Postage Stamps, Coins and U. S. 
Securities,” which outlines gov- 
ernment regulations covering the 
reproduction of these items in ad- 
vertising matter. 


Haines Joins KLX 

Buzz Haines, who formerly 
handled production and contact 
work for T. R. Bauerle Advertis- 
ing Agency, Chicago, and with 
Foster & Kleiser, Sacramento, has 
joined the sales department of 
Station KLX, Oakland, Cal. 


the Pacific Coast! 


® Typical "'western’’ population 
makeup. Fast growing... 
alive... alert. 

* Almost complete isolation. 125 
miles southeast of Los Angeles 
“Outside” media not effective 
in San Diego. 


ght uJ 
% — 


TEST CITT IN THE wee 


BE sce are “coming West,” then ¢est the West. Popu- 
lation cross sections are different here. Incomes higher. 
Distances between population centers are much greater. 
The West is different... so Test the West in typical San 
Diego ... Southern California’s 2nd City ... 


6th on 


Here is WHY you should test the West in San Diego 


®@ Market index 129 to national, 
compared to California 124, 
Washington 120, Oregon 117. 

@ Contact Representatives for 
complete data relative to 
your product. 


A MESSAGE TO BUSINESS PAPER PUBLISHERS 


Your success depends on the advertising you sell. And you give your prospects 
and customers plenty of sound reasons why publication advertising is good fo: 


them. 


Now every one of those reasons for using publication advertising applies to 
you. Literally, what’s good for the goose is good for the gander! 


Undoubtedly you have files full of testimonial letters, plenty of case-history 
success stories telling what space in your publication has done for your adver 


tisers. 


Are there any valid reasons to suppose that publication advertising won't do 


puto} yc ; the same thing for you? Shouldn’t you take some of that same medicine your- 
omplete coverage with one If? It will b t toni builder- or th ill fall v izé 
“ nanapanas “tan”, Galle @ self? It will be a great tonic, a builder-upper that wi 1 your sales organiza 
isin, Sunday - willing to assist you. tion with new pep. 
® Western diversification! In- Naturally, we have a suggestion as to where business publications should run 
dustry, Business, Agriculture, their advertising! INpUstRIAL MARKETING will take your copy to the desks and 
il film — ag ee homes of more than 7,000 of the key advertising and marketing executives re- 
apt sponsible for the sale of most of the country’s equipment and supplies to busi- 
or flr 


ness and industry. As the only publication exclusively devoted to serving this 
important group, it is the one which has the greatest attention and influence— 
as proved by numerous independent reader preference surveys. 


With 1948 schedules in the making, the November issue of LvpusTRIAL Mar- 
KETING, closing October 15, is a good time to start your campaign. 


REPRESENTED NATIONALLY | 

BY WEST-HOLLIDAY CO., Inc. 1 

New York © Chicago @ Denver @ Seattle , 
——_: 


Portland © San Francisco © Los Angeles 
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Russell to Tinnerman 


Harold R. Russell has resigned | 
as vice-president and general sales | 
manager of Commercial Controls | 
Corporation, Rochester, N. Y., to) 
join Tinnerman Products, Inc., | 
Cleveland, as general sales man- | 
ager. 


»\\ EXECUTIVE: | 
THIS IS A REMINDER 
that it's not too early 

| to ask our help in lay- 

iq ing out your catalog 

Se pages for the Annual 


January 
RY 


3 


NOTICE... 


Space accepted until November 15th 
without proper listing guaranteed. 


Meck Industries 


Begins Shipments 
f FM Converter 


} 
| 
| 


with the AM set by means of a 
switch and a phonograph connec- 
tion. . 


Uses Radar Tube 


The converter uses a modified 


PiyMoutH, Inp.— Meck Indus-| radar tube, adapted from equip- 


tries here has started shipments 
of its new FM converter, to sell 
for $19.95. 

The company, which has pro- 


| 


ment developed during wartime, 
and a_ regenerative circuit de- 
veloped by the company in coop- 
eration with engineers at Hazel- 


duced sound systems for years,| tine Laboratories. 


has built a 


national distributor | 


The initial pilot run production 


and dealer organization since the figure of 20,000 has already been 
end of the war to handle its line | substantially increased, and ship- 


of medium-price table 


radios, 


model|ments have been made for the 
and will use the same|past two weeks. 


The peak pro- 


group to market the FM convert- | duction figure has not yet been 


ers. 
The device can be attached to 


any ordinary radio in a few min- | 


utes by a radio service man. It is 


ing for FM stations 
plished on the converter itself, | 
while the radio’s amplification 


/system governs the control of vol- 


| 


announced officially, but it is 


understood to be impressive. 


Advertising and promotion plans | 


for the new set include a dealer 


|housed in a plastic case measur-/ kit, with posters, mats and display 
|ing 7x9%”, and looks quite similar | material, and dealer - distributor | 
|to a small table model set. Tun- ‘cooperative newspaper advertis- 


is accom-| ing on a national basis. 


Business 


papers scheduled to date include 


FM Business, Radio Retailing, Re- 
tailing Home _ Furnishings 


1H 
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publications. In addition, a list of 


consumer magazines will be used. 


By Christmas, said John Meck, 


|president of Meck Industries, the 


company plans to enter the mar- 
ket with console model FM radios. 

Fensholt Company, Chicago, di- 
rects the account. 


Cowles Shifts Swan; 


Peterson in New Post 


Joyce A. Swan, who was with 
the Minneapolis Star and Tribune 
from 1939 until 1944, when he be- 
came publisher of the Minneapolis 
Times, has rejoined the Star and 
Tribune as a vice-president. He 
was with the Des Moines Register 
and Tribune before going to Min- 
neapolis. 

C. A. Peterson, business man- 
ager of the Times since 1941, has 
been appointed general manager, 
a new position on the newspaper. 


Reappoints Mayer 


Howard G. Mayer & Associates, 


‘ume. The adapter is hooked upj|other basic radio and retailing | 1947-48 season. 
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... like California without the 


BILLION DOLLAR VALLEY OF THE BEES 


f*.- 


\ 44; 
Asn 


*Sales Management's 1947 
Copyrighted Survey 


NATIONAL REPRESENTATIVES... O'MARA & ORMSBEE, INC. / Qe 
- SAN FRANCISCO 


NEW YORK - 


ETN 

at” .  .) 

Sa, Mig, 
* y 


LOS ANGELES - 


Only the dominant local 
newspapers tap this rich and 
isolated market. 


JTHE SACRAMENTO BEE is 


“home delivered to 9 out of every 


10 families in the ABC city zone 
... and to half the families in the 
19 county Sacramento market. 


, THE MODESTO BEE is read by 8 
-~ out of every 10 families in the 


ABC city zone . . . and by nearly 
half the families in the Modesto 


.” \ . 
‘ \trading area. 


as 


a mee oT HE FRESNO BEEreaches 
SS. 8 out of every 10 families 


in the ABC city zone. 


\ 
~*3- \ 
\ 


ia 
an abe 


DETROIT - CHICAGO 


YING to take a picture without a camera is no 

more futile than trying to cover California with- 
out the Billion Dollar Valley of The Bees. The 
Valley is an independent, major market in California 
—well removed from coastal influence, and measur- 
ing nearly 2 Billion in buying power. In annual 
retail sales it tops San Francisco by 250 million.* 

How are your sales in the Valley? The chances 
are they are good if you're using the strong Jocal 
papers—The Sacramento Bee, The Modesto Bee and 


The Fresno Bee. In an area containing three-quar- 
ters of all the Valley’s buying power, these three 
McClatchy newspapers are far ahead of all competi- 


tion—local and West Coast. 


Keb / 


MCCLATCHY NEWSPAPERS 


THE SACRAMENTO BEE 
THE MODESTO BEE 
THE FRESNO BEE 


ollywood, has been reappointed 
public relations representative of 
and | Arrowhead Hot Springs for the 


Advertisi 


Who-dun-its After 
Kiddies’ Bedtime, 
NBC Net Decides 


ATLANTIC Crty—For adults on}, 
is the sign to be put on crime. 
mystery and detective stories by 
the National Broadcasting Com. 
pany, which will prohibit the air. 
ing of such programs over the net- 
work before 9:30 p.m. effective 
Jan. 1, 1948. 

This resolution, adopted unani- 
mously by NBC affiliates here. 
will not affect any programs cur- 
rently carried on the hookup, 
“Ellery Queen,” who does his air. 
waves sleuthing at 6:30 p.m. Sun- 
days under sponsorship of Ameri- 
can Home Products Company, js 
to be replaced soon by the “‘Holly- 
| wood Star Parade.” 

Moving to set an example for 
the industry as to what can be 
done to meet the oft-repeated 
charge that radio’s blood and thun- 
der presentations contribute to 
juvenile delinquency, NBC said 
the action was taken “to further 
reduce the exposure of juvenile 
and adolescent minds to crime.” 

Technical problems will neces- 
sitate an earlier deadline — 8:30 
p.m.—in the central time zone. 


Sets Up Standards 


At the same time NBC made 
public an eight-point set of stand- 
ards which guide the network in 
its crime dramatizations: 

1. No program will be broad- 
cast which glorifies or justifies 
criminals or any anti-social prac- 
tice, or which treats these matters 
in a cynical or condoning fashion. 

2. Lurid, overly realistic dram- 
atization of the morbid or crim- 
inal aspect of the story must be 
avoided. 

3. Programs, which by virtue 
of detailed description of the tech- 
nique and methods of crime be- 
come blueprints for imitation by] 
impressionable listeners, must be 
avoided. 

4. Revenge shall never be justi- 
fied as a motive. Episodes involv- 
ing kidnapping of children, rape, 
adultery or other illicit relation- 
ships are not acceptable. Suicide 
will not be detailed in method or 
presented as a satisfactory or jus- 
tifiable solution to human prob- 
lems. 

5. No mention, direct or im- 
plied, of sex crimes, prostitution 
or sex perversion will be per- 
mitted. 

6. Law, justice and the officers 
of the law should be portrayed 
without disparagement or ridicule, 
but with respect. 

7. Crime must always be pun- 
ished, either specifically or by im- 
plication. Crime is not a subject 
for comedy. 

8. News of crime will always 
be presented factually. No ap- 
pearance of persons involved 0 
featured in current criminal o 
morbidly sentimental news stories 
will be allowed. 
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NY Publicity Club 
Picks Woman Prexy 


Mrs. Mae Wagner Carlysle, ad- 
vertising and publicity director of 
Dictograph Products, Inc., has 
been elected the first woman presi- 
dent in the eight years of the 
Publicity Club of New York. She 
has served two terms as first vice 
president. 

Other new officers are Erit 
Palmer, 1st vice-president; Thoma 
L. Cotton, 2nd vice-president, an¢ 
Helen Mary-Elizabeth McCarthy, 
recording secretary. 


KGO Appoints Pollock 


Grant Pollock, formerly sales 
manager of Station KSMO, Sa 
Mateo, Cal., has joined KGO }oc@! 
sales and ABC spot sales in >@! 
Francisco, succeeding Vin 
Francis, who has been appoint 
ABC network sales representa'!’' 
in San Francisco. 
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PHOTOGRAPHIC REVIEW 
| F THE WEEK | 
1 M, 


POSE—If you look closely at the left-hand corner of the scaffolding, you can 
see the model who sat high over New York's 42nd St. while an artist finished 
@ painted bulletin for Peter Pan bras. Ben Sackheim, Inc., is the agency. 


jtpe) 
} secrets 


+.00.9.9.6.9 
SOOO * eee 
sre ete ererete a eters. 
‘ene a eee eee eee 


+ 
= 

BSSHo 
‘eee’ 


Ht attatetete! 


BROADCAST MUSIC INC.—Gathered at the Ambassador Hotel for a board meeting of the BMI are, left to right; Sydney 
M. Kaye, general counsel for BMI; Leonard Reinsch, radio adviser to President Truman and representative of WSB, Atlanta; 
Carl Haverlin, president of BMI; J. Harold Ryan, Fort Industry Company, Toledo; William S. Hedges, NBC vice-president, 
and Leonard Kapner, WCAE, Pittsburgh. 


CHEVROLET has 
big-car beauty... 


: . oe es ca, fy ay 
i CHEVROLET has “Qe 
big-car quality. .'. 


b - a 
me, 


isti- BBAIRBORNE AMERICAN—ABC executives leave the —_ City ange 
‘olv- flowing their arrival to attend NAB's annual convention. In the usual order, Rob- . : 

ape, Mert H. Hinckley, vice-president; Earl Mullin, publicity department head; Mark oat nots dee, peter ma 
jon- Woods, president, and Edward Noble, chairman. for ABC, and Harry Cushing, radio di- 


CONFAB—Snapped against the back- BS 
ground of one of the huge display signs ==: 


SEE YOUR LOCAL CHEVROLET 


rector of the Automobile Manufac- ore 
turers Association. = QUALITY—BEAUTY—Chevrolet Motor Division of General Motors uses a 
new arrow motif in the designs for its September outdoor campaign. Seventy- 
two hundred of the panels carry the beauty theme, and 4,800 feature low cost. 
“; Coverage includes more than 3,000 communities throughout the country. 


EARLY BIRDS—tin line Sunday morning to complete registration were (left to 
ight) Dale Robertson, general manager of WEMT, Gloversville, N. Y.; NAB's 
enneth Baker; R. P. Doherty, director of labor relations for NAB; Arthur 
Pappenberg, of Gilman, Nicoll & Ruthman, station representative, and E. J. 
Gluck, president of WSOC, Charlotte, N. C. In the background is Murray 
Grabhorn, assistant manager of WJZ, New York. 


tories 


aa 


=: PUBLISHERS AT PLAY—Upper left: Tennis enthusiasts are (left to right) George Garland, Baby Talk; Jay Cleveland, Model 
=: Airplane News; Bruce Kendall, Advertising & Selling; George Delacorte Jr., Dell Publishing, and Henry Currie, Hearst 
“3: Magazines. Upper right: Fred Bohen, president of Meredith Publishing Co., (center) was one of the few executives who 
=: braved the ocean at the recent annual meeting of National Publishers Association at Spring Lake, N. J. With him are James 


S “eae 
Tica 


ce EAD TABLE—Niles Trammell, NBC president, smiles a greeting to network :: V. Bailey, Farm Journal, and John F. Noone, Meredith. Lower left: Ready to tee off are Tom Haire, Haire Publications: 

ointed R'''ete representatives while Charles G. Mortimer, vice-president of General :3: Tom Wolfe, American Legion Magazine, and G. D. Crain Jr., Advertising Age. Lower right: Taking things easy between 

veative Mocc’ Corp., and Neil McElroy, Procter & Gamble vice-president and general st sessions are R. E. Rothwell, Macfadden; George C. Lucas, former NPA manager; William C. Callahan, Hearst Magazines; 
manager, await their turn on the program. pet C. Schmiedling, Crowell-Collier, and Otto Irslinger, Popular Publications, 
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Conrad Names Krupnick 


Krupnick & Associates, St. 
Louis, has been appointed by Con- 
rad, Inc., St. Louis, to handle ad- 
vertising for its Laurel Springs 
straight bourbon whisky and 
Celebrity wines. Newspapers, in- 
cluding color rotogravure, and 
outdoor are scheduled for this fall. 


To Standard Advertising 

Ridd Laboratories, Edmond, 
Wash., manufacturer of iodine and 
first-aid preparations, has named 
Standard Advertising Agency, Se- 
attle, to handle its advertising. 
Consumer and trade advertising, 
primarily on the Pacific Coast, is 
planned. 


| LOST » FOUND DEPT. | 


“I might have to call on 
WFDF Flint to help me.” 


AUGUST SALES OF CHAIN STORES 


o——August-—_,, % Gain ———8 oo period——, % Gain 
194 


1946 or Loss 


1946 


or Loss 


1947 
Food Chains 
(Seer $ 9,595,996 
POORET GOs iscsccccasces 54,985 060 
National Tea ........... 15,720,007 
MTP CeTE Ee, Serer ee 78,802,058 
i a. ayo $159, 103,121 
Mail Order 
TSears, Roebuck ........ $157,404,627 
rare 9,474,037 
tMontgomery Ward « 97,333,782 
Group Total .......... $264,212,416 
Drug Chains 
ear $ 3,749,602 
 pereee ier. arr 13,151,545 
I epee $ 16,901,147 
Variety and Miscellaneous 
tAngerman Co. ......... $ 89,983 
Beck, A. S. Shoes........ 2,950,422 
BOM BIOTNS cc cccccscaces 4,284,034 
Se See ree ee 10,174,248 
Consolidated Ret. Stores 2,187, 806 
*Diana Stores Corp...... 1,033.99 
TE aaa ee 5,460,980 
SS. 3 ree 16,679, 883 
he. oo, Sa Serer 7.155.625 
tinterstate Dept. Stores.. 4,863,513 
SSE ae 20,018,530 
SS Se errr 11,152,716 
*Lane Bryant, Inc......... 3,142,052 
PUM! .cenddscccsaccese 7,562,382 
SEE nscdchcsscasnece 6,571,153 
McLellan Stores ......... 4,152,448 
OS 3g Sf ere 9,262,608 
NE NM, fo cssccccena 3,754,510 
PORWEOTY, 2. deicsscccese 8,612,984 
. ie SS a 61,931,647 
Rose's 5-10-25 ........00. 1,199,174 
i. See 1,111,001 
Western Auto .........+. 11,595,000 
Woolworth, F. W........ 44. 5,531 
Group Total .......... $245 466,178 
Combined Total ...... $685 682,862 


*Not included in totals. 
tSeven month period. 


$ 7,280,306 +31.8 $ 75,201,395 $ 48,032,137 -+56.6 
43,703,599 +-26.0 451,773,945 318,525,953 +-42.0 
12,067,487 +30 123,698,044 86,237,096 -+4-43.4 
60,856,689 -+29.5 622,059,228 458,490,647 -+-35.7 
$123,907,531 +28.4 $1,272,732,612 $ 911,285,833 439.7 
$140,9469297 +11.7 $1,067,055,953 $ 869,115,149 +22.8 
10,522,514 —10.0 73,152,502 61,857,010 +18.3 
91,864,402 -+6.0 644,001 569 538,781,708 -+-19.5 
$243,333,213 +8.6 $1,784,210,024 $1,469,753,867 -+-21.4 
$ 3,702,292 +1.3 $ 29,544,378 $ 27,757,631 +4.4 
12,482,877. +5.4 98,805,551 92,008,267 -+-7.4 

$ 16,185,169 +4.4 $ 128,349,929 $ 119,765,898 -+7.1 
$ 614,383 —4.0 3,903,636 $ 4,186,460 —+4.7 
3,185,325 —7.4 27,146,137 23,862,635 -+-13.8 
6,088,722 —29.6 47,285,525 42,191,716 +12.1 
15,094,334 +32.6 83,555,120 101,111,695 +-17.4 
2,777,082 —21.2 18,746,027 19,789,407 —5.3 
Su 2, | eee eee iis 
5,420,786 -+0.7 44,158,808 42,125,166 +4.8 
17,649,092 —5.4 127,357,324 125,086,697 +1.8 
7,399,143 —3.3 48.221 '918 47,964,241 +0.! 
4,658,333 +4.4 33,043,147 28,037,322 +-17.9 
20,782,641 —3.7 154,448,963 146,446,289 +5.5 
12,125,173 —8.0 92,309,876 88,749,694 +-4.0 
3,144,800 <x = (i Le, ae ie 
7,670,632 —I 57,998,471 54,707,255 -+6.0 
7,132,010 —7.9 51,804,520 49,033,576 +5.7 
4,151,229 ake 25,285,416 25,515,729 —0.9 
9,092,074 +1.9 68,103,002 65,771,746 -+3.5 
3,856,337 —2.6 28,241,428 26,858,169 +5.2 
9,095,496 —5.3 66 458,343 65,471,801 +15 
57,552,339 -+-7.6 437,510,005 389,584,966 -+-12.3 
1,262,495 —5.0 8,571,246 8,286,873 +3.4 
1,194,510 —7.0 8,684,555 8,113,189 +7.0 
35,370,000 -+-20.4 75,718,000 65,850,000 -+15.0 
45,544,847 —2.9 337,696,149 325,294,895 43.8 
$277,716,983 —23.2 $1,846,247,616 $1,754,039,521 +5.3 
$661,142,896 -+3.7 $5,031,540,181 $4,254,845,119 +-18.3 


Kasper Joins McKeown 


Agency, 


vision of the National Housing 
Washington, has joined 


Sydney H. Kasper, recently di-|the Mitchell McKeown Organiza- 
rector of the public relations di-| tion, Chicago. 


the great, Year-Round Market 


Any survey or business index you choose tells the same 
story ... Miami Means Business. In Greater Miami close 
to 25% of Florida’s total retail sales take place. Here 
80.7c* out of every dollar of net earnings goes into retail 
sales,—compared with a national average of 68.5%. 


* John S. Knight, 
Publisher 


richest trading area. 


MIAMI 


The M 


MEANS BUSINESS 


Miami Heral rald : 


* Sales Mgt. Buying Survey 


You reach this buying power right at the source when 
you schedule The Miami Herald . . . First in the state in 
circulation and linage; First in sales influence in Florida’s 


(1947) 


1 SRE 
titer : 


Advertising Age, September 


‘Time for Perk’ 
Is Theme of New 
Dog Food Drive 


Cuicaco—The dog is the ulti- 
mate consumer—of dog food— 
even though his master or mistress 
buys it. 

To appeal to both parties, Perk 
Foods Company has stepped up its 
advertising program to $250,000 
for the coming year to convince 
the customer of the product’s mer- 
its, while its wartime research ac- 
tivities aimed at creating a food 
nutritionally superior, with taste 
appeal for the dogs. 

Perk was first introduced in 
1937, when the company was 
organized as a division of Ready 
Foods Canning Company. It soon 
became the major item in the 
Ready Foods line. Today, the com- 
pany is “out to get a giant’s share 
of the $100,000,000 dog food busi- 
ness.’ 

Consumer magazine edvertisine. 
which started in May, features the 
slogan, “Time for Perk,” and a 
dog pulling a small girl in his 
haste to get at the can. Four-color 
half pages in Collier’s will reit- 
erate the theme, as will copy in 
Ladies’ Home Journal, The Satur- 
day Evening Post, Woman’s Home 
Companion and other magazines. 


‘Double Money Back’ 


Additional newspaper insertions 
in major markets will offer a 
simple “double your money back 
if your dog doesn’t prefer Perk’s 
meaty, juicy natural flavor” guar- 
antee. Radio spots, posters, coop- 
erative retailer newspaper copy, 
dealer premiums for sales, and 
consumer premiums for a number 
of labels will back up the drive. 

In addition, in markets where 
it is available, airplanes will be 
used to tow streamers boosting 
Perk. 

Almost all copy will emphasize 
the statement that Perk contains 
a full 12% of proteins—‘14 to 20% 
more of this vital nutritional fac- 
tor than other nationally adver- 
tised brands of dog foods.” 

The statement is based on re- 
sults of the company’s research 
during the war years, when it set 
out to produce a frozen food to 
replace the tinned material at the 
time when cans were short. In 
1946, before tin was released for 
canned dog foods, Perk came back 
on the market with a “tinless” tin 
can of flat drawn black metal, 
lacquered and bonderized. The 
company reports that sales today 
are “many times those of 1938.” 

Mason Warner Company here is 
the agency. 


Bendix Gives Millionth 
Washer a Big Boost 


Bendix Home Appliances, South 
Bend, gave a send-off to nation- 
wide promotion of its millionth 


| 
| 
| 
] 


automatic washer with a four-| 


color spread in the Sept. 22 issue 
of Life, featuring a reproduction 
of the millionth Bendix. 


Major department stores, utili- | 


ties, furniture and appliance stores | 


are using special window displays 
featuring gold and silver replicas 
of the washer, and six prizes are 
being offered nationally for the 
best displays. Tatham-Laird, Chi- 
cago, is the agency. 


WARC Appoints Essex 


Fred L. Essex, formerly radio 
producer with Ruthrauff & Ryan, 
New York, has been appointed 
promotion and production man- 
ager of Station WARC, ABC’s new 
outlet in Rochester, N. Y. Katz 
Agency, Inc., New York, has been 
named to represent the station na- 
tionally. 


Agency Discontinued 
Stanley J. Ehlinger Advertising 
Associates, Inc., Tulsa, organized 
in 1922, has terminated service. 
Stanley J. Ehlinger will announce 
his future plans from Los An- 
geles, where he will be located. 


€ 
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Utility Appoints Kling 

Joseph W. Kling, who has been 
acting advertising manager since 
last December, has been appointed 
manager of the advertising de. 
partment of Georgia Power 4 
Light Company, Atlanta. John R. 
Marsh, advertising manager for 
15 years, who has been on leave 
of absence due to illness, has been 
appointed advertising consultant 
to the company. 


AMA Changes Plans 


The first fall meeting of the 
Chicago chapter, American Mar- 
keting Association, originally 
scheduled as a dinner at the Chi- 
cago Bar Association, has been 
changed to lunch at 12 noon at 
the Sheraton Hotel, formerly the 
Continental, on Sept. 24. 


Appoints Bradfute 


Fred L. Bradfute, formerly sales 
promotion manager of H. J. Heinz 
Company, Pittsburgh, has been 
named general manager of Nancy 
Sasser’s “Buy Lines,” New York, 
a weekly shopping column of edi- 
torialized advertising. 


without price (free, that is!) ., 


the new 1947 CHAIN STORE AGE 


CHAIN DRU 
MARKETIN 
MAP 


Printed on heavy paper in 3 colors — site 
36” x 24” open — folds to handy file size 


TIF Mtvon “ola 
CHAIN DRUG FIELD 


Turn to the map 
when you want to know 


@ number of drug chains in the U.5 


@ location of chain drug head 
quarters. 


® number of chain drug stores in 208 


principal cities, by companies. 

®@ volume of business done by dru; 
chains. 

@ percentage of business done in vari 
ous departments of chain drug stores 


For your copy of this new map 
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Date 


Chain Store Age, Dept. P9, 
185 Madison Ave., New York 16 


Please send me a Chain Drug Market! 
Map. free of cost. 
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Underwood : 
hi LITE = 
Typewriter. matle by Me Typeweiter Leeder of the World 

ALL-ELECTRIC—Underwood Corp., 


New York, is presenting its new all- 


Court Dismisses 


‘against Brown & Williamson To- 
|bacco Corporation; 


les Melectric typewriter this month in a cam- 
inz Mopaign in 29 magazines and business and 
en Bprofessional papers, through Marschalk 
icy Mk Pratt. The new machine has a stand- | 


rk, [ard keyboard powered by a 115-volt, | 
di- 60-cycle constant speed motor. 
| 


Kppoints Pearson; | 
Plans Christmas Drive 


W. M. Pearson has been named 
ales manager of the dealer divi- 
ion of Pioneer Gen-E-Motor Cor- 
boration, Chicago, maker of Pincor 
bower lawn mowers, electric hedge 
rimmers and _ electric power 
lants. 


"10 


The company has plans for a 
hristmas campaign promoting its 
pe used. The Christmas promo- 
ion will be followed by a large- | 
Y } nowers. 
Establish Art Studio | 
tudio, has been formed by Art| 
Allen, Aaron Gordon and Walt | 


| AGHproducts as gifts for fathers. Tie- 
' n packages for dealers will also 
cale campaign in the spring of | 
948, concentrating on power lawn | 
Allen, Gordon, Schroeppel, Inc., | 
2 new commercial and illustration | 
chroeppel at'159 N. Wabash Ave., 
chicago. 


ti— site 
file size. 


KEY TO PROFITS 


In the years just ahead sales- 
men will again be the most 
important men in your organi- 
zation —if they are properly 
trained. 

Make sure that they are. De- 
fine their jobs, train them to 
handle their work and time 
most effectively. 


This book will help you. It 
will answer your salesmen’s 
questions. It is strictly “how 
to do it” all the way through 
—a practical 182 page cloth 
bound guide you will find 
essential. 


ORDER YOUR COPY TODAY — $2. 


ADVERTISING PUBLICATIONS, INC. 
100 E. Ohio St. Chicago 11 


FILL IN AND MAIL THIS COUPON 
TODAY 


Advertising Publications, Inc. 
Div. 9 


+ 
Viv 22 


00 E. Ohio St., Chicago II, Ill. 


! 
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Sentlemen: ! 

Please send me —— copies of .‘'Successful 1 

a 

*ales Training.” Enclosed is $————. i 
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Over NBC Show 


|tember, 1941—sponsored by 
‘Brown & Williamson. The pro- 
/gram, “Wings of Destiny,” dram- 
|atized an incident in the life of 
Mr. Hunter while he was super- 
|intendent of the Southern Navajo 
Cuicaco—The right of privacy|Agency at Ft. Defiance, Ariz., 
does not exist as a legal right in| back in 1931. 
Illinois, Circuit Judge Harry M. Mr. Hunter claimed that the im- 
Fisher has ruled here in. dismis-| personation of himself on the pro- 
sing a $100,000 damage  suit| gram was made without his per- 
mission, and that it caused him 
its agency,| great embarrassment and hu- 
Russel M. Seeds Company, and/j|miliation. The dramatization told 
the National Broadcasting Com-| how Mr. Hunter, cooperating with 
pany. |U. S. air forces, directed the drop- 
The suit was filed against the, ping of bundles of food from the 
three defendants by John G. and|air to snowbound Navajo Indians. 
Jessie K. Hunter in September, |The episode was entitled “Bundles 
1946, charging that their right of | from Heaven.” 
privacy was invaded during a| John B. Moser, attorney for 
NBC network broadcast—in Sep-|NBC and the Seeds agency, and 


$100,000 Suit 


Morris Leibman, counsel for} 
Brown & Williamson, filed mo- 
tions to dismiss the complaint, on 
the ground that the right of pri- 
vacy does not exist in this state, | 
and Judge Fisher upheld the de- 
fense motion. No slander or libel 
was alleged in the case. | 

_ ' 


Maxtield Names Barry 


William Barry has been ap- 
pointed account executive in the | 
sales department of Joseph Max- | 
field Company, Providence, R. L., 
agency. 


Appoints Frailey | 

David Frailey, formerly a staff | 
writer of Associated Press, has | 
been named director of the Wash- | 
ington public relations division of | 


American Airlines. 


Frederick Fell to Caples 


Caples Company, New York, has 
been appointed to handle the ad- 
vertising of Frederick Fell, Inc., 
book publisher. 


* YOUR DIRECT MAIL* 


the day you want it 
the way you want it 


e@ees 
Direct Mail Specialists 


eee 
® Multigraphing ®@ Mimeographing 
@ Matting @Addressing 
@ Addressograph Lists 
@ Varityper Composition 


CALDWELL 
LETTER SERVICE 
8 WEST ONTARIO STREET 
or 8154 ne, 


THE 
PREMIUM 
COMES 
SECOND 


chandising plan. 


350 EAST 22nd STREET 
CHICAGO 16, ILLINOIS 


We do not sell premiums. 


Advertisers and agencies who use our free premium 
planning service know that our first concentration is on 
the objective, the advertising campaign and the imet- 


Then—our meticulous method of “Rating the Premium” 
insures the selection, or creation, of the premium which 
is most nearly the ideal for that particular situation. 


All of this is free to those seriously interested in a mass 
premium promotion. It is a comprehensive service, ren- 
dered by seasoned merchandisers. 


We gamble on selling the service of mailing the pre- 
miums. It’s a good gamble, too, because.the whole pro- 
gram is focused on creating a mass of premium mail. 


The advertiser who puts the greatest effort into his prep- 
aration is least likely to take chances with anything less 
than the most experienced, most reliable and most re- 
sponsible mailing service that he can buy. 


But start early. It takes time to evolve a sound premium 
plan. Call Donnelley just as soon as you get the idea that 
somewhere,somehow,sometimeyou might use a premium. 


305 EAST 45th STREET 
NEW YORK 17, WN. Y 


THE REUBEN H. DONNELLEY CORPORATION 


727 VENICE BOULEVARD 
LOS ANGELES 15, 


CALIF. 
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This department is ar 


Lines Up a PR 
to sales engineers 


Campaign for V.P.s |agents to public relations counsel) 


To the Editor: May we enter a should have little difficulty cre- 
hasty disclaimer to the anti-vice-| ating new nomenclature for cor- 
presidential anecdote credited to porate officialdom. 


us in Ad-libbing (AA, Sept. 1)?| The next step, obviously, is the 
We plead nolo contendere to the) creation of an Institute. Releases 
allegation that we have main- will be mailed, paid space con- 
tained a partnership status to/tracted for, dues collected, and 
avoid having vice-presidents | postcard campaigns and boycotts 
around, but nonetheless some of! undertaken against sponsors 
our best friends are v.p.s. whose comedians make cracks. 

To these long suffering sons of |The Johnston office soon will see 
the American way, we have for|to it that scenes depicting vice- 
some time urged a public relations| presidents with their feet on the 
campaign. Apparently, the first | desk die on the cutting room floor. 
step in such program will be a! The constitution will provide 
changed designation. The Great | that there shall be no president, 
Minds who, overnight, made | no secretary, no treasurer, just 
undertakers respected members of | you-know-whats. In keeping with 
the community by calling them | accepted practices, the initials of 
morticians; who transformed|the Institute’s name should in 


chorus girls to chorines, drummers; themselves be challenging. We 
(and press|have the initials, all right, but 
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| to meet the news story as it broke 
in the New York Daily News. 
On Aug. 4, when we were tak- 
ing pictures of various depositors 
in our bank and obtaining from 
them quotes for our “Minute In- 
terview” ads, we selected at ran- 
dom Mrs. Elsie Hurba and by | 
chance asked her what her busi- 
ness was in the bank on that par- 
ticular day. We were informed | 


haven’t filled them yet: F.R.E.D.- 
A.L.L.E.N. 
Any suggestions? 
Ep GREIF, 
Banner & Greif, Public Rela- 
tions, New York. 


. a. Bae 

Makes a Quick Switch 
to Complete the Story 

To the Editor: In conjunction 
with our current advertising cam- 
paign which, as you may know, is 
patterned after the Inquiring Fo- |  *su'vhenty'tusand and 1 dance 
tographer and is captioned ‘“Min- en Ball. Why did we 
ute Interviews,” we had a rare| «» 


them. I've never 


been without a 


nue Subway makes it 


| 


piece of good luck in the chance] s« thocltinicnm Maat + ] 
selection of one of our subjects. tf ego nt 
. . . Just to ha MRS. ELSIE R 
We were able to capitalize on the something : eat 
h 


Wh 
few 


m 


success of this person in the Har- 
vest Moon Ball held at Madison 
Square Garden on Sept. 3, in time 


) ave 
definite use for 
— 


gor, in 
at in a little 

business of our “*S # 

own. You can bet Thas kind uf ¢ 

I'm going to keep right on saving, 


Capper’s Weekly can even fill Rod- 
ney the Robot’s reading requirements! 
Every issue is filled not only with 
scores of human-interest appealing 


stories, such as this one, giving the low down on Rodney’s own 
ability, but with many other features ranging from Pictures, Car- 
toons, News, Homemaking Helps, Fiction, Patterns and numerous 


other departments. 


CAPPER’S WEEKLY 
MARCH 29, 1947 


ailed, 

too, after our business gets going.” With the y be canee Sor Cony Cine 
@ pers« 

SAVING makes the difference 

between WISHING and HAVING 


Eighth Avenue 
0 and 42nd St 
New York 18... 


Eighth Avenue 
and 4200 St 


“a Member Federo! Droo: + 
© Inevrence Corporeton 


that she was making a withdrawal 
| in order to buy a dress to wear in 
i'the Harvest Moon Ball. At that 
/time she informed us that she and 
her husband had not even been 
selected for the finals but had been 
entered in the preliminaries. From 
her confident tone we seemed to 
sense that here was a_ possible 
| “sleeper” and felt that whether or 
not Mrs. Hurba might win the 
| contest, local interest in the event 
was sufficient to warrant our com- 
ment on it in our advertisement. 

As the preliminaries were car- 
'ried out we watched with interest 
|while Mrs. Hurba and her hus- 


a cs \ We 'band were selected as one of 16 
a /couples in each of four different 
y |dance contests. In a hasty con- 


|sultation with our advertising 
| agency, Samuel C. Croot Com- 
/pany, we concluded that here was 
/an opportunity to make our ad- 
vertisement appear concurrently 
with the news story. 

We consulted the advertising 


i 


between editions if Mrs. Hurba 
was selected as one of the winner; 
and if we were to notify them o; 
that fact. On the night of the con. 


test, Robert Croot of the agency 


was present at Madison Square 
Garden in order to confirm to the 
Daily News if Mrs. Hurba was 
selected a winner. Our luck helg. 
she was selected, and with the co. 
operation of the Daily News we 
were able to run our congratu- 
latory ad in the third, fourth ang 
fifth editions of the paper with a 
circulation of 1,700,000 out of a 
total daily circulation for the 
Daily News of 2,352,000. In the 
first two editions our preliminary 
advertisement was run. 


JOHN H. Roacu, 
Assistant Comptroller, Frank- 
lin Savings Bank, New York. 


+ =. 


Anyone Care to Check? 


To the’ Editor: It’s Easy! It’s 


| FUN. HERE’S THE OPPORTUNITY oF 


YOUR LIFETIME TO WIN $10,000! 
Yes—you have 1,011 chances to 
win in this different, easier con- 
test. .. So reads some copy from 
the current Dreft contest. 

All you have to do is select the 
15 most popular uses for Dreft 
(out of 25 listed) and number 
them in order of popularity. Oh, 
yes, just to be sure we don’t get 
too many “ties” you must think 
of a 26th use for Dreft not men- 
tioned. 

What are the mathematical 
chances of guessing these 15 uses 
out of 25 correctly—and number- 
ing them in proper order? 

1 in 42,744,736,671,456,800,000 
(42.7 quintrillion). 

The formula for such games of 
chance, according to my old Sta- 
tistics professor, runs, in this in- 
stance, 25 x 24 x 23 x 22 x 21 x 
20 x 19x 18 x 17 x 16 x 15 x 
14x 13 x 12 x 11 x 10. Had Dreft 
required 25 out of 25, we'd still 
be multiplying our products by 
9 x 8 x 7, etc. 

I recall a similar type contest 
in an agency 10 years ago (we 
printed 1,000,000 entry blanks) 
and the public guessed 4 out of 6 
in proper order (1 chance in 360— 
mathematically). No one hit it on 
the button, so we drew winners 
out of a hat to get rid of the 
prizes. 

The vice-president in charge o! 
being cautious at P&G or their 
agency must have added that 26th 


: department of the New York Daily 
News and received full coopera- 
e | 'tion from them in that they prom- | 


° 


ised to change our advertisement 


use to the contest. 
Anyone care to check these {ig- 
ures? If my old professor m 


isin- 


| 
| 


It’s a byword to say, “I saw it in Capper’s Weekly,” in the farm 


and rural town families thruout the Middle West where Capper’s 


Weekly is a long established reading favorite. 


Give your product a break and take advantage of this unusually 


high reader interest. Put Capper’s Weekly on your list and watch 


it make the sale for you, no matter whether your product is sold 


direct or thru dealers. 


CAPPER'S WEEKLY MAKES THE 


—— Geature News Weekly Of The Rural Midwest 


SALE! 


PHOTO EN 


_ TOPEKA ...912 Kansas Avenue... KANSAS 


547 SOUTH CLARK STREET, CHICAGO 


Faithful, intelligent service 


to a discriminating clientele has placed ws 


in a position of prominence 


Quality reproductions are responsible {oi 


our leadership 


OAM UE AE, INC. 


GRAVINGS OF QUALITD 


* WABASH 6254 
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formed me, I’d like to know for 
future reference. 
Bruce LINDEKE, 
Lindeke Advertising Agency, 
Los Angeles. 


.-% ¥ 


Unintentionally Covered 

To the Editor: Every little while 
you carry an article featuring 
some of the funny positions in 
which ads may fall. I think we 
qualified to join this club last 
Saturday. 

Enclosed is a tear page show- 
ing a rather amusing arrangement 


ARTIFICIAL LIMBS 


ARMS LEGS BRACES 
For comfortable and reliable Artificial Limbs, write our 
State Representatives 


Ask to have him call when in your locality. 
Minneapolis Artificial Limb Co. 
4 Broad Street Telephone 4690 


Bangor, Maine 


Gordon 

@oEs TO 

ANY LENGTHS NYLON 
TO PLEASE! = | 
mre a i 

mre a i 


of an “artificial limbs” ad, which 
just happened to top another ad 
featuring hosiery. I can guaran- 
tee this wasn’t premeditated. The 
clerk who makes up the dummies 
makes them from a list of ads and 
sizes. She doesn’t see the copy 
although she has a general idea of 
the nature of each ad. 
ANDREW J. PEASE, 
Advertising Manager, Bangor 
Daily News, Bangor, Me. 


>. + *F 
Editorial ‘Rings True’ 
To the Editor: Re: “It’s About 
Time Department.” 
That is a grand editorial! It 


hits hard, rings true, and should 
do a lot of good. 


Congratulations. 
FRANCIS McGEHEE, 
New York. 
7, FF F 
5 hy ae ] 


Sings Something Simple 
To the Editor: Re: 
Man’s Corner, Aug. 11— 
How do you like the enclosed? | 

Max Brown, 
Manager Eastern Division, 
Fels & Co., New York. 
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Samples Make a Hit 


. To the Editor: One of our cli- 
ats, Kemps Ice Cream Company, 


Creative 


aes just put on a highly success- 
“. new-product promotion which | 


I thought might interest you. 

The product is a new-type tg 
cream, higher in butter fat con- 
tent than ordinary ice cream, and 
featuring the use of fresh fruits 
and pure vanilla in the flavoring. 
It retails for about seven cents a 
pint more than ordinary ice cream. 
The company has named it “Lady 
Kemps.” 

A distinctive feature of this 
campaign was the use of beautiful 
models to give away samples to 
housewives. A model agency fur- 
nished the hostesses. The girls, 
dressed in fresh, long-skirted sum- 
mer frocks, gave away the ice 
cream and a small booklet, which 
I enclose. 

Tie-in advertising, handled by 
Olmsted & Foley, ran in general 
circulation and neighborhood 
newspapers of Minneapolis and in 
the shopping guide. Car and bus 
cards and some direct mail to con- 
sumers were also used. 

The consumer sample campaign 
was preceded by a mailing and 
sampling campaign among dealers. 


| 


The campaign, which was lim-| followed them from neighborhood 


ited to Minneapolis, was conducted 
through all of the company’s 
heavy outlets, mostly drug stores. 
Each girl spent one day in each 
store, from 1:30 to 9:30 p.m. The 
day before her appearance there, 
the store carried a banner outside 
stating that “Lady Kemps is Com- 
ing Tomorrow.” On the day of 
the sampling, the banner was 
changed to read: “Lady Kemps Is 
Here.” 

The sampling lasted eight 
weeks, during which 700 gallons 
of ice cream were given away. 
Sales zoomed and dealers and 
company Officials were equally de- 
lighted with the success of the 
campaign. The give-away stunt 
was timed, by the way, to coincide 
with a probable warm spell. Actu- 
ally, it hit during some of the hot- 
test weather in an unusually hot 
season. 

There was some duplication, of 
course. The models said among 
the crowds they served they were 
able to identify some children who 


to neighborhood. 
GEORGE C. JORDAN, 
Olmsted & Foley, Minneapolis. 


Candidate's "Ad Takes 
a Different Slant 


To the Editor: Most political 
advertising is pretty inept and re- 
flects the last-minute, preelection, 
do-or-die attitude. 

Enclosed is a tear sheet of just 
one advertisement prepared by 
the writer for a candidate for a 
judgeship which was contested at 
the primaries, Sept. 9. 

After weighing the strength and 
weaknesses of other candidates, it 
was decided that Johnson excelled 
in his scholastic, business and 
teaching backgrounds—hence the 
various appeals shown in each 
panel of the cartoon copy. 

You are free to reproduce this 
preelection advertising if you feel 
it might help other newspaper ad 
men to convince political aspir- 
ants to make better use of their 
advertising space. 


65 


Incidentally, the Upper Darby 
|News is the only newspaper in 
| Delaware County which does not 
| have a “political rate.” We simply 
| charge our open rate, thus poli- 


KARL W. JOHNSON FOR JUDCE 


ticians feel that we’re not out to 
gouge them. This makes for in- 
dependence in our news columns, 
too. 
Wn. Watt, 
Manager, Philadelphia Subur- 
ban Newspapers, Ardmore, 
Pa. 
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Chicago + Boston « Altanta + Detroit « Los Angeles 


TOWN & COUNTRY has always shown a lively interest in the home. 
We began carrying real estate advertising in 1868 and editorial 


articles on houses and decoration soon followed...During the 


past 50 years we have published most of the important homes 


in America and most of the historic homes in Europe... 


The whole history of modern architecture and decoration is 


recorded in our pages. 


Home may be a farm or a ranch, a town house or a city 


apartment, a penthouse or a country estate... You will find 
them all in TOWN & COUNTRY, fully described and illustrated, 


often in full color...And you will find our classified real 


estate department with its directory of fine city and country 


property indispensable if you wish to buy or sell. 


Independent surveys show that the average value of the homes 


of our readers in Beverly Hills, Milwaukee, Greenwich and 
Washington exceeds $50,000 ... This is the logical market for 
fine furnishings and decoration... Each month TOWN & COUNTRY 


offers advertisers an appropriate editorial setting, a concentra- 


tion of buying power unequalled by any other magazine and 


the prestige which TOWN & COUNTRY can give. 


572 MADISON AVENUE 


TOWN & COUNTRY 


ae ee - * & ee ae Mitanisscsiaal) Milas ; 


NEW YORK 22, N.Y. : 


ere TI LP LE my, 


Vere 


~= - 
te ll ell, a el, le lll 


TR, QO 
_ 


ad 


sie = 


ee 
—— 


. ee 4 
Ts = sg 
of ane z 
a |... — FF 
y a ae | ud ~ 
2 ae, 
: Cs 
ee SS — hl (SN a 
‘as re | ae ]) 16 zs 
ld 5 Z Se A) a 
A “a” | a eee |=) , : 
0- if > we pe | nen S- ee e. 
aS Le. > At | ———— Te - ) sae , iS 
tu peemmmeen “Ti 
ind ~~ I tw. JOHNSON . 
' . bs Oe oto ae , ey = 
al | ang (aE 3 Dt 4 
the | Sains Sate in hie hands” | | = 
the | ,. os A es | a : 
} Mite jo ee 
ary | -- a Sai S55SSISTEa: ae 
In’s ee i 
OF yy, _ oe 
000! A 1S nah , Re 
Pe) 7 ia 
to Qo LLL LLL LLL E 
‘on- *-. Cia a ey 
rom ' j / . Coe ae ew g 
; y : , : tee Me hte es: y ig 8 ff f * z 
ay - ; iff cw oe : ' 
the oo ¢ y Me fo cy’ Ae pee e ¥ _ 
iber . : WD SORT <0, ng T Ke 4 : . a f ve oe 
Oh, ae | } ore 4 4 ; o Ewing See 2 “f. ase 9 tk ney ae Ber : SF s ‘ ae = 
get ‘ini \ \ wi PS 0 PP fa a did) ID dill iat aia ee y. § “—e 
1ink , y i : 
en- ; ; : 
tical B 3 ; 4 A —_- 
uses Fe “ a LS 
ber- & fi . " 
s of , : 
Sta- 
; in- ew 
21 x | F i ware 
15 x | 4 : ae 7 
dreft i a 
still | oe 
- | eee Beak: 
| a - 
| - 
11sin- ' % 
f - 
Wise" | . , ee | = 
eco a " 
os — 
: } « 
, eee | _ 
i } é , j a 
: | | rs 
X “hs PROS . f -_ 
A * wae Pe. i | : 
Nt , is cate, “Sede . b ee 
RS te, Seis | : = 
NY tis. ST é i a 
c a Sten, fi we, ‘ , z x 
aA i Sey eee - 
. SS et 6 , i — 
- SS | ee : | 
. 5a 4 i : fe 
; . Fa j ae 
Ms ee ' 
| 
! ; , 
Ce. , a 
for ; { ‘ 
ip , ; 
; al ; 
| r { 
ee 2 
a : | 
; ee Ce 
_ / | : 
ae. "bhi a ewe 7 Ne a OG i Oe ae ~ 
6284 , 


Advertising Age, September 22, 1947 
Advertis 


ANA 
from 


Fed | 


? ce es cree SS 
eral Reserve Figures on Department Store Sales 


WASHINGTON—Department store 
sales in the week ending Sept. 6 DEPARTM 
were even with sales for the first wk ao Adve 
week in September last year, the tae SA ne IN EX = 
Federal Reserve Board has re- 1935-39 EQUALS 100 
ported. <a 14 
Although Labor Day cut down Week to Sept. 6, ’47* . p264 
| Week to Aug. 30, °47. .277 Nor 
| the number of shopping days for Week to Sept. 7, °46* 
the week, sales were less than 5% week to aon > 31 = ot by 
| off from the previous week. beso f at 47 _ 
| The Chicago (seventh) reserve Month po ry 46_. a New ' 
district showed a 9% year-to-year : _ io < B98 National 
gain, the San Francisco (12th) dis- *Not adjusted seasonally. a plan t 
trict had a 3% gain, and 1% and pPreliminary tising (4 
2% gains were reported from the \ J with a 
Boston (first), Cleveland (fourth) Ee mittee o 
os : oe and “St. Louis (eighth) districts. wy: ing Bur 
: . Highest marks reported from cities |2"opped 14%, giving the area « i) the 
M ER MARKET DATA were 18% increases for the week 15% sales loss. « : magazin 
CONSU BOO K in Detroit and Portland, Ore. eee wese Mate Pmake it 
* Seo Chief losses for the week were | Federal Reserve Aug. Aug. Sept The 4 
Fs : 00 EAST OHIO STREET, CHICAGO « 30 WEST 42ne $ NEW YO reported in the Richmond (fifth) | district and eity 23 30 . pointed 
it ee ee Ee SEES district, where Baltimore sales de- pare dogg Distriet. aig por : presiden 
clined 16%. and Washington sales| New Haven ....—15 —7 ; Wyman, 
3 - oT eyrere res 2 —11 
Springfield ..... —!1 —t 10 ANA oa 
ADVERTISE MEYERCORD more mite} ke 
New York District.—1 r—i Mig. CC 
EXTRA! Newark 6 10 ( 
Newark ........ —~§ = —és [reached 
IDENTIFY SEND FOR Buffalo ........ = . 2 hers’ r 
DECORATE LITERATURE New York ...... 4 r—t — 
WITH DECALS , Rochester ....... —5 r3 8 The a 
TODAY—FREE! Syracuse ....... ai =—-13 » and non 
Philadelphia Dist... ° r—! 3 to organ 
Philadelphia .... rd r—1 in iaais te 4 
Any Industry Can Profitably Use Decalcomania in Some Form ae eC: sive oul 
; " 3 were - - — — Cincinnati ; ; . ; :—~12 am ° operatio 
Issued Periodically by The Meyercord Co. e Chicago 44, Illinois @ Offices in Principal Cities Cleveland ..... any fis until its 
Columbus ...... —1@ . —9 7 ; 
OE eS a ¢ § proved, | 
Pittsburgh ..... —l1 -—2 ‘ Union ir 
Richmond District .—1 r—i2 15 to-buv-i 
Washington ....—1 —7 14 ies: 
Baltimore ..... =. —t18 16 sand con 
Atlanta District... | r—! —3 Ww 
‘ " Birmingham .... 6- —2 7 a 
p rrr er 13 10 6 
DECAL NAME PLATES THIS NEW TRUCK DECAL BOOK Investigate Their Time, auemts SIE ies 9 a —aie Fred ; 
; ' New Orleans ... 7 5 1 executiv 
SERVE FAMOUS FIRMS SENT FREE ___ Cost and Labor Saving Nashville ...... De  ° Misave of 
= © Chicago District. .—16 —3 ciliaas 
Son Millions of prod- “ Value in Your Business Chicago. ..... = eee <aehe 
oe ee a ae ; ' ‘ : 7 nad Indianapolis —1" -! 0 anistr¢ 
¥ ucts in American de Om Ro ; Nameplates, instruction data, wiring Beery —10 6 1s several : 
homes and busi- aco diagrams, product decorations, truck SEORMNOS «>< - “we Some 
: I ‘ : 4 uc St. Louis District..—°S r—' 1 . 
ness are durably cx © signs and lettering, window valances, Little Rock...... —s3 13 —* gncluding 
identified by counter, mirror and window signs, auto- Louisville ...... a ee i Bers, it is 
Meyercord De- motive vehicle licenses, liquor and to- + sent ere o. 4 ae oe 
cals. Geared to bacco tax stamps are but a few of the Minneapolis Dist... * : 7 
production line broad uses for Meyercord Decals. ge ae were : sma k 
hee 2 © SAUL cecccces nagaz 
speeds, Decal Decalcomania is a process of printing Duluth-Superior. * ‘ ‘ oe _ 
nameplates, with lacquers and oil colors, instead of ee ee ae =— | Mising. A 
trademarks, instructions and other data ink. The special paper upon which it is Wika... eas 4s —6 Bhan whi 
can be easily applied without screws or printed is soluble in water—permitting Kansas City ....—5 —6§ —® “Final 
bolts at extremely low cost. Decal name- the transfer of the Decal film to any pet a —?2 7, Bie plan, 
plates are resistant to moisture, oil, desired surface. Adhesion is durable and COE aveadsce se —§ —15 + [taken at 
acids, temperature extremes, vibration See details !asting. Any size, color or design can be ee meee Sp Atlant 
and abrasion. They can be produced in at bottom of page made. Their resistance to washing, Port Worth ..... 3 r—1 —12 fist 3 
any sizes, colors or designs for applica- wear, acids, sun rays, fumes, vibration, gee hard —1 : —1 gvere Mi 
‘ ° . Pe) 3 ) surane 
ee — yore glass, — or NEW AND UNUSUAL USES abrasion — rs cogge Nine 5 to eal nap Sunntince Dist. 7 " 3 Sision | 
crinkled surlaces whether curved or merce and industry throughout the Los Angeles Area 5 14 SR 
. : ays : » Pmigelow- 
flat. Check for complete details. |_| for MEYERCORD DECALS world. Read about specific uses on this pg RO Spe ; > 0 ogee 
RUBBER: Elasti-Cals stretch with and page. Check and mail page f P a 4% 3 18 vend 
‘ ’ ome lorful pe ; ! P ge lor ortiand ....... 3 = weaner: 
NEW ‘EYE-APPEAL’ WITH culands: Anaad th teks nce aah. detailed information. Don’t delay. a eC 8. Rul 
VINYL: Special Elasti-Cals to decorate — ings, a 
7 z om . ae seria = " S and trademark vinyl-base materials. SERVICE MGR’S WANT r—Revised. Tessed 
ecorated products POULTRY: Easily applied trademark for “nite. SOS Qrednante, « C. Sm 
out-sell plain. Meyer- poultry. Adaptable to greasy. curved DEALER NAMEPLATES CHAINS’ SALES GAIN Ind Spar 
‘ . Be Tk surface skin. ist ing, de- Telt k ’ nefersan ‘ ther nr 
cord Decorative Decals frosting. Edible colors. Inexpensive. yoHN DEER, Well known service WasHINcTON — Chain store and #'er pri 
offer colorful effects at GLASS & POTTERY: A heat-treated. Mee ll mgr. says: ““Stand- mail order sales in July were 20% Oth 
a fraction of hand- multi-color Decal for bottle trade- ponies ardized Meyercord above July a year ago, the Depart- 
painting time and cost. oe sited oo ere gg oe Decal dealer name- ment of Commerce has announced. § Among 
Easily applied on any ' plates on our products intercept service 9 ge gh iy ol the rs cated. 
commercial surface. calls to factory and route them to local ception of drugs shared in ne serv 
Hundreds of stock de- NOW DECAL dealers.”” Manufacturers now design omy re gee ee 9 — 
signs. Special designs LETTER KITS their own dealer-nameplates and pool- highest aos gg Ral grocery She cas 
on requcst. No color or size limitation. Letter outdoor purchase with dealer’s name, address stores had the second highest gaillivery ba: 
Easy, quick application. Washable. signs with Meyer- and phone imprinted. Dealers gladly (40%), continuing a steady uPfhawk Cc 
Resistant to acids, alcohol, grease and cord’s durable, Pay for and apply them. Simple device ward movement started a ye@fmen’s ha 
rough use. Send sample product or self-spacing Decal makes order-pooling easy. Pool-buying ago. In mid-1946 the proportiOM™ He poj 
finish for decoration recommenda- [ letters at a fraction of hand- for thousands of dealers reduces cost of chain grocery sales to t0l@!Macturers 
tion. Check for full information. painting time and cost. Check. 80%. A potent ‘‘family-resemblance”’ Grecsey store sales hntand oe bad, 
y addition to factory-identity. Check one-third, but in the second ai, Bhuiries 
WINDOW AND TRU CK DECAL BOOKS —_ FREE! mark for samples and full details. a 1947 - = — “a stvice | 
_ pa en chain store self jus 
aque «6 WINDOW SIGN BOOK TRUCK DECAL BOOK 6, lal Letthessatll Tohaisall Kade oma endte tales inctethis: coon 
ene Meyercord Windowand New, full-color Truck Decal 15% over July, 1946, and fur™# Incteag 
— See ruck signs are the world’s book “Ads on Wheels” illus- et ; ishings WeT4Mturer - re 
—- - Sif rh : ‘ , x ture and home furnishings rer - re 
3 yd major free-space advertising trated above shows how hun- TeMEYERCORDZ. up 9%. Smaller gains were '#nd reta; 
Jh3\ medium. Meyercord’s Decal dreds of fleet owners convert sse3 Gabe EI coecane do as. ported for hardware, appare! 4°“Mfelt that 
Sign Ad-Visor tells whereand free space on trucksinto Ve a variety stores, eating and drink t by enc 
how national advertisers use. traveling billboards at a frac- dele ing places, and chain drug stor® BPhasize | 
Send for copy — free. | | tion of handpainting | | 5323 W ee ae Hon wit 
* . ; age . LAKE ST., CHICAGO 44, ILL., . 39-9 . Rtas 
Check for details here. cost. Check for copy. 4500 DISTRICT BLVD.. LOS ANGELES. a 39-9 Heyward Joins Bradham i 
James S. Heyward has mC ‘Nong 
CHECK ITEMS OF INTEREST—TEAR OUT PAGE AND MAIL FOR COMPLETE DETAILS boy bi 
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ANA Drops MAB 
from ‘Localized’ 
Advertising Plan 


14 Firms, Including 
Non-Members, Signed 
by New Organization 


New YorK—The Association of 
National Advertisers’ committee on 
a plan to localize national adver- 
tising (AA, Aug. 25) finally met 
with a recently-appointed com- 
mittee of the Magazine Advertis- 


ing Bureau here the other day, 
and then proceeded to tell the 
magazine men they had decided to 
make it an all-advertisers’ show. 

The magazine committee ap- 
pointed by Frank Braucher, MAB 
president, was headed by Phillips 
Wyman, McCall Corporation. The 
ANA committee, said its chair- 
man, Marshall Adams of Mullins 
Mfg. Company, Warren, O., had 
reached its decision at an adver- 
tisers’ meeting earlier that day. 

The advertisers, both members 
and non-members of ANA, intend 
to organize a non-profit corpora- 
tion to manage the plan; to pro- 
vide sufficient funds to insure its 
operation for at least two years, 
until its effectiveness has been 
proved, and to work with Western 
Union in developing local where- 
to-buy-it services in several thou- 
sand communities. 


Wahlstrom Is Manager 


Fred D. Wahlstrom, ANA staff 
executive, has been granted a 
leave of absence to become man- 
ager of the new organization. Mr. 
Wahlstrom has been working for 
several years on its development. 

Some 600 national advertisers, 
including about 150 ANA mem- 
bers, it is estimated, have distribu- 
tion sufficiently “restricted” to 


keeping dealers from “jumping” 
and by helping manufacturers to 
select and develop fewer and bet- 
ter dealers. 


Appoints Hogan 

Charles H. Hogan, formerly ad- 
vertising manager of Automotive 
News, Portland, Ore., has been 
appointed advertising manager of 
Northwest Insurance News and 
allied publications, National In- 
surance Woman and the Portland 
Insurance Directory. 


Promotes New Shoe Styles 


Leatherbury Shoe Mfg. Com- 
pany, Boston, has launched a 
trade publication campaign to in- 
troduce the Black Lieutenant, the 
Bucky and the Black Private, 
three teen-age footwear numbers. 


John Hancock 
Makes Sectional 
Test of ABC Show 


New YorK—John Hancock Mu- 
tual Life Insurance Company will 
sponsor “Point Sublime,” a drama 
about a mythical village store, 
starting Oct. 5 over 12 ABC sta- 
tions in California and Texas. 

If the company is pleased with 
results of the test broadcasts, the 
program may be expanded to the 
full network later. Agency is Mc- 
Cann-Erickson. 

In its first use of network radio, 
John Hancock Company  spon- 
sored the Boston Symphony Or- 
chestra on ABC from January to 
April this year. 


| 


NYU and ABP Offer 


Business Paper Course 


A lecture-seminar course 
“Business Paper Publishing To- 
day” will be offered, starting Sept. 
25, by New York University in co- 
operation with the Associated | 
Business Papers. The course will | 
consist of six general lectures, 
each of which is to be followed 
by three seminar meetings. 

The major subjects to be covered 
are administration, editorial, cir- 
culation, production, advertising 
and cost control. 


| 

Plugs Rajah Crepe Soles | 
Alfred Hale Rubber Company, | 
North Quincy, Mass., is using trade 
publications and copy in Esquire 
to announce that Rajah Crepe 
soles are again being made. 


=> 
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renewed their 
subscriptions 
because — 


make them eligible. The plan | 
would be applied not only to} 
nagazines but to radio, news- | 
paper and other national adver- 
lising. Answers to other questions 
than where may be included later. 
“Final steps” toward launching 
the plan, Mr. Adams said, will be 
taken at the ANA annual meeting 
at Atlantie City, Oct. 6-8. 

First advertisers to sign for it 
Were Mullins; America Fore In- 
surance Group; American Central 
livision of Aviation Corporation; 
sigelow-Sanford Carpet; Coleman 
amp & Stove; Eureka vacuum 
rleaner: General, Goodrich and 
J.S. Rubber; A. H. Pond, diamond 
ings: appliance division of 
ressed Steel Car; Rheem Mfg.; 
. C. Smith & Corona typewriters, 
tnd Sparks-Withington, radios and 
ther products. 


Others Expected to Sign 


| 
Among companies which in-| 
‘icated that they “expect to roa, 
ne service,” Mr. Adams contin- | 
‘ec, are Crosley, radios and ap- | 
ances; Frigidaire; General Elec- | 
‘c: Glidden paints; Gorham sil- | 
verware; Hammermill paper; Mo- | 
‘awk Carpet Mills and Wilson 
men’s haberdashery. | 
He pointed out that some manu- | 
fcturers already are getting 20,- | 
0 or more where-to-buy-it in- | 
uiries a month, and that the| 
ervice probably would pay for 
‘er just by relieving them of | 
correspondence. 
‘stead of reducing manufac- | 
“rer =retailer local cooperative 
retailer tie-in advertising, he | 
Mat it would tend to increase | 
Y encouraging retailers to em- | 
ize their services in compe- | 
. with others on the “list” in | 
eir areas. 
Among other ways, Mr. Adams | 
eves that the plan will help 
fcuce distribution costs by | 
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Ten years planning. Iwo years 
pre-testing. All of it precisely the 
kind of product design job you, 


yourself, might do with a new 


piece of equipment. Starting out 
in the market, the product need was first established. 
Our survey of 2,000 plants showed it. The McGraw-Hill 


Censuses of 1946 and °47 confirmed it! 


There has been a tremendous growth of worthwhile 


power establishments since 1939, With this growth, came 


regiments of eager new readers — many of whom became 


subscribers to Power, but most of whom were seeking a 


publication 100 percent meat and potatoes for their 


day-to-day jobs of operation and maintenance. 


MEANWHILE THE EDITORS were writing and rewriting, per- 


sistently pointing towards more readable ways of pre- 
senting this kind of reader service. When they were 
ready to stick their necks out, a hundred hand-built 
copies of a brand new magazine, OPERATING ENGINEER, 
were put in the field and tested . . . to see if the audience 
we were shooting at wanted this new service. 

The answer was, “Yes!” 

That “Yes!” is very significant to you. It means that for 


the first time a publication will penetrate deeply among 


We opened 
20,000 doors! 


NO MAGIC, we did it the hard way. 


the power men in the smaller industrials, in utilities, in 
service establishments and institutions, and among the 
lieutenants in the larger units. Jf means thal now these 


men are economically accessible to space advertising. 


AT THE START, OPERATING ENGINEER will open 20,000 of 
their doors for you, selling paid subscribers enroute at 
three dollars a year. In fact, with the first issue still 
several months away, subscriptions are already coming 


in very nicely, bought on the strength of a test issue. 


As time goes on, your guess is as good as ours as to where 
that circulation will climb. We'll let Mother Nature 
and the ABC take care of that. In the meantime, we'll 
be delighted to have you buy some space in OF’s “Pilot” 
issues this Fall... at the modest price of $100 per page. 
You can still catch November and December. 


+ we is 
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OPERATION AND MAINTENANCE OF ALL THE POWER SERVICES 


A McGRAW-HILL PUBLICATION 
330 W. 42nd ST., N. Y. 18, N. Y. 
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Williamson to Joyce Ekco Boosts Paletti 


Norman Williamson Jr., with Paul R. Paletti, representative 
N. W. Ayer & Son, Philadelphia, | in Seattle for Ekco Products Com- 
and Kenyon & Eckhardt, New|pany, Chicago, has been named 
York, before wartime service in|sales manager of Ekco Products 
the Navy, has joined Joyce, Inc.,;Company (Canada) Ltd., with 
Pasadena, Cal., manufacturer of | headquarters in Toronto. He suc- 
play shoes, as sales and marketing | ceeds W. B. Eakin, who will handle 
analyst, a newly created position.' Ekco’s key Canadian accounts. 


. a 


AU lines lead to BUFFALO: 


Fad 


pead the NEWS 


986. % 


° 
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Buffalo is headquarters for up- 
state buying—and selling. Write 
for specific market data. 


MARKET FACTS 
City Population (1945 Est.) 667,944 
City and Trading Area 1,072,214 
News Circulation 266,701 


It’s economical to sell the big 
Buffalo market because you can 
reach 98.6% of the city zone 
population in one newspaper 

At one low milline rate, you 
can influence this shopping center 
of over a million people where 
buying power is high. 


BuFFAto- 


EDWARD H BUTLER 
Editor and Publisher 


KELLY-SMITH CQ. 


National Representatives 


‘Building Costs 
Relatively Cheap, 
Ad Series Claims 


Sr. Paut—Three hundred and 
50 St. Paul firms engaged in sell- 
ing building material or contract- 
ing work have banded together to 
sell the public on building now. 

The cooperative group, including 
members of the Builders Exchange 
of St. Paul, St. Paul Lumber Mill- 
work Dealers and St. Paul Home 
Builders Association, have con- 
tracted for a half page weekly for 
52 weeks in the Sunday St. Paul 
Pioneer Press. 

Opening ad in the year-long 
series, which ran Sept. 7, recalls 
that the building industry has 
been blamed for the scarcity of 
new homes and business estab- 
lishments, as well as the high cost 
of materials, labor, supplies, serv- 
ices, etc. “Probably some of this 
blame has been justified,” the ad 
admits, “but we wish to give you 
a complete picture of the cost of 


| construction . . 
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. to enable you to 
know the actual facts so that you 
may decide whether building costs 
are out of line with other every- 
day commodities and incomes. . .” 

The group has amassed consid- 
erable data showing that building 
is cheaper now, relatively, than in 
1940, and the statistics will be 
used extensively in the continuing 
series. 


Tilley Joins Kaplan 

Mildred C. Tilley, free-lance 
copywriter and formerly with the 
Department of Agriculture, Wash- 
ington, has joined the copy de- 
partment of Ben Kaplan, Provi- 
dence, R. I., agency. American In- 
sulated Wire Corporation, Paw- 
tucket, R. I, has named the 
agency to handle its advertising, 
using business papers. 


Dougherty Advanced 


William M. Dougherty, assist- 
ant secretary, has been appointed 
assistant to the president of 
United States Rubber Company, 
New York. He will also continue 


as assistant secretary. 


¢@ 
Advertisi 


Schedules Shoe Drive 


Air-Tred Shoe Corporation, Ay- 
burn, Me., manufacturer of Air. 
Tred shoes, starts an increased 
advertising schedule with the Qc. 
tober issue of Ladies’ Home Jour. 
nal. This will be followed by an- 
other series in Good Housekeep. 
ing and Woman’s Home Compan- 
ion. Newspaper mats, and counter 
and window displays will be avail- 
able to dealers. Trade publications 
also are being used. 


Hotpoint Names Andrews 


Selma M. Andrews, formerly in 
the Crosley division of Avco Mfg, 
Corporation, Cincinnati, has been 
appointed director of Hotpoint In- 
stitute, appliance research and 
test center and use-value training 
headquarters of Hotpoint, Inc,, 
Chicago. 


Offers Full Color Covers 


Covers of the Popular Fiction 
Group’s magazines, New York, 
have been made available for full 
color advertisements at a cost of 
$6,000 each for the second and 
third covers and $6,875 for the 


OKAYS & 
CBS dire 
stops at 
Conventio 


Costl 
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RESULTS of Sales Management's TEST MARKET SURVEY 
of 156 Advertising and Agency Executive “Experts”. 


ALL 5 Events - PEORIA...WIN (3) PLACE (2) 


ning Newspaper Total Newspapers 


| 
Newspaper Eve 


Test City Leaders | Morning * \ PEORIA ) PEORIA 


Pp lwavtee 


PEORIA... “ Test City, U.S.A.” 


Advertising and Agency Executives Know from Experience 


PEORIA NEWSPAPERS are 
BEST IN U.S. for TEST 


FIRST... in Total Newspaper Mentions 
FIRST . . Test City in East-North Central States 
SECOND . . Test City in the U.S. (22°5°"'""°.) 


average 


Homes 


Phones 
Autos 
| Trucks 


Slope from 


“The remoteness of the Pacific 


eastern companies has made re- 


gional operation of western 


arn 
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Despite 
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standard 
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past year 
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the headquarters of 


Electric Illumination ......... 
Mechanical Refrigeration . 
Electric Ranges ....... 


Billingsiea & Ficke 

420 Lexington Ave. 
New York 17, N. Y. 
Phone: Lexington 2-3667 


branches a most common prac- pal tm 

covering 

tice — and the use of sectional steinal 
advertising media a necessity.” | | 
He saic 
osts for 
at $34.00: 
tities. “ 
Ralph Cuykendall Catal 
Western Manager ial perio 
mate whe 
James Manufacturing Company ie aa 

Oakland, Calif. lo this,” 

“These 

the FCC 
said that 

going to 

. . does 

Western Dairy Journal and Western Livestock Journal have been chosen by on 
127 eastern companies this year to present their advertising messages to ot be mi 
the best buying power in western agriculture. A subscriber cross-section ‘antl . 
. . . S r a= J Ss 

of these high income dairy-farmers and beef cattlemen shows that they twice as 
Rat vie eee _.* per 1000 subscribers Brithout r 
. me whe 

2,500 Pxists. 
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eration 
. . . . . . € said t 

No other section in the United States nor selected classification of agricul- rrangem 
turalists offers a market which can begin to compare with that offered by what FIN 
the subscribers to Western Livestock Journal and Western Dairy Journal. Pom 
Sees 
46°/, of all agricultural income on the Pacific Slope Repu. 
comes from the sales of livestock and dairy products. ward # 

[ the “ 
WESTERN LIVESTOCK JOURNAL }f..:? 
WESTERN DAIRY JOURNAL Shes 
4511 Produce Plaza Los Angeles 11, Calif. omething 

»] , 
Representatives ond aan 

Peck and Billingslea W. M. Temple & Assoc. the 

185 N. Wabash Ave. 15 West 10th St. es and 

Chicago |, Illinois Kansas City 6, Missouri Mr, Dey 

Phone: Central 0465 Phone: Victor 0021 elevision 
Western Livestock Journal Mm o 


Western Dairy Journal 
1411 Fourth Ave. Bldg. 
Seattle 1, Washington 
Phone: Elliott 1370 
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OKAYS EXHIBIT—Thomas D. Connolly, 

CBS director of program promotion, 

stops at Columbia's headquarters in 

Convention Hall for a final check-up on 
the display. 


New Stations 
Costly, Denny 
arns Industry 


(Continued from Page 1) 


hird of the postwar grants were 
for communities which previously 
had no station of their own. 

Despite the commission’s frantic 
efforts to clean up the backlog of 
standard applications, Mr. Denny 
reported unfilled applications in- 
creased from 659 to 700 in the 
past year. 

Urging applicants “to make 
sund business judgments,’ he 
sid that a recent FCC survey 
covering 249 new postwar stations 
showed that about half were 
breaking even or making a profit. 


Costs High Now 


He said surveys fix construction 
osts for full time local stations 
at $34,000, and $50,000 in larger 
cities. “Add to this the cost of 
perating a station during the ini- 
ial period, then endeavor to esti- 
mate whether the new station can 
e put on a profitable operating 
asis and how long it will take to 
10 this,’ Mr. Denny advised. 

“These are business judgments,” 
the FCC chairman said. “I have 
said that the commission is not 
going to make them for you. It 
does not follow, however, that 
these business judgments should 
10t be made.” : 

Mr. Denny said that the FCC 
survey showed chances of success 

mvice as good in a community 

im ithout radio service today than in 
me where competition already 
PXists. 

He urged NAB members to note 
he growth of the Continental 
vetwork, a chain of 27 FM sta- 
ions currently relaying each 
ther’s programming through pick- 
ps from the air, without the use 
{ transmission lines. 

Reporting 278 FM stations in 
eration and 700 more authorized, 
€ said the Continental Network 
Trangement may be a clue to 
Vhat FM service of the future 
Will look like. 


Sees ‘Push Button’ FM 


Sull urging standard broadcast- 
‘TS to reexamine their attitude 
ward FM, he visualized the FM 
! the “not too distant. future” 
vith 10 push-buttons—four to pro- 
ide on FM the programs of estab- 


‘shed networks, two for estab- | 


€d independents and four for 
ething entirely new—one ex- 


ely for classical music, a sec- | 


or 
ay 


exclusively for dance music 
the remaining two for fea- 
and news. 

Denny deplored the fact that 
‘rom only 41 cities. 

Vith sets selling at the rate of 
‘0 monthly, he told broadcast- 
‘It is our duty, yours and 


€r to see that this new service 
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American communities.” 
He admitted the need for 
radical departure” from estab- 
lished industry and commission 
economic policies to nurse televi- 
sion through the tender period of 
its infancy. 
To facilitate entry of more 
broadcasters into television, he 
suggested the possibility of new 
commission rules permitting sta- 
tions to share certain types of 
equipment and programs. 
“Suppose it could be arranged 
for you to enter television simply 
by installing a transmitter and an 
antenna. Suppose instead of build- 
ing studios and cameras and film 
pickup for the origination of pro- 
grams of your own, you could, in- 
itially at least, rely upon a network 


on 


reaches the maximum number of | for program service?” 


Mr. Denny suggested the possi- 
bility of “little clusters of tele- 
vision stations spawned in various 
parts of the country” with one sta- 
tion in a large community doing 
the programming and distributing 
it to transmitters built by broad- 
casters in smaller adjacent com- 
munities. 

“Several stations in different 
communities might share a com- 
| mon central studio or mobile pick- 
|/up unit and move it from place to 
place for the origination of pro- 
grams,” he said. 


Starts Trailer Ads 


Trailer Advertising, Inc., has 
been formed at 2 Ford Ave., Mill- 
town, N. J. (sales office at 424 
Madison Ave., New York), to 


offer advertising space on trailer 
bodies. The company has arranged 
with operators of interstate and 
local trailer trucks to provide 
traveling poster boards, averaging 
30x7 feet, painted over all with 
the advertiser’s message. Adver- 
tisers can obtain local or regional 
coverage, or coverage throughout 
the entire eastern half of the na- 
tion by selection of units from 
fleets operating from widely sepa- 
rated bases. 


Lewis Back at Publicity 


Bernard Lewis has_ rejoined 
Publicity Associates, New York, 
as an associate, assigned to the 
National Association of Margarine 
Manufacturers account as acting 
account executive. Mr. Lewis, for- 
merly with the Pittsburgh Post- 
Gazette, and Esquire and Coronet 
in Chicago, returns to the pub- 


69 
licity firm after several years’ ab- 
sence during which he was asso- 
ciate editor of Pageant, and then 
served overseas in. SHAEF’s psy- 
chological warfare division. 


8x10 PHOTOS 


ONLY Hise EACH 


IN LOTS OF 1000 OR MORE 
Guaranteed quality low cost photo prints in quan- 
tity for every use—product illustration, publicity, 
mai] pullers for radio shows. Made from primt o@ 


IZES 100 500 1M 5M 
5x7 $5.00 $22.00 $40.00 yeas 
8x10 $6.75 $30.00 $55.00 

Post Cards $5.00 $13.00 $21.00 $18.50M 


NO NEGATIVE CHARGE 
KIER Photo Service - Dept. A - Cleveland 18, Onis 


‘sion applications have come | 


©, to do everything within our 


BOSTON 16.. 
BUFFALO 2.. 
CHICAGO 54.... 
CINCINNATI 2... 
CLEVELAND 15... 


Here’s why — 


Whenever they are needed, these catalogs 


of materials, product finishes, electrical or mechanical parts 
are instantly on tap. 


none can be lost. 


The catalogs you see here are only a few 
of nearly two hundred catalogs in this Sweet’s File. 
Some are small catalogs of four pages. 


The average size is eight pages. 


They say they wish many more suppliers 


to be incorporated in their products, 
you should find out how little it costs 
to distribute a catalog 

by this effective method. 


please see the Market Data Book, or write. 


Sweet’s Catalog Service 
Division of F. W. Dodge Corporation 


New York 18, 119 West 40th Street 


31 St. James Avenue 
70 Niagara Street 

700 Merchandise Mart 
American Building 


1422 Euclid Avenue ST. LOUIS 1 


DETROIT 26... 
LOS ANGELES 13 
PHILADELPHIA 7 
PITTSBURGH 22 


Can your catalog do 
what these catalogs do? 


These manufacturers’ catalogs are on the job, 
all the time, in thousands of offices 


of industry’s most important product design men. 


They are not sent out for their recipients to file. 
They are sent out in a file — 
Sweet’s File for Product Designers. 
That way, none can be misfiled, 
none can be thrown out, . 


Others are large catalogs of forty, sixty, eighty pages. 


They represent large, medium and small companies. 


Most of the people who receive Sweet’s File like it. 
Thousands have expressed their preference 


for manufacturers’ catalogs in this convenient, useful form. 


would distribute their catalogs filed in Sweet’s. 


If your products are bought by other manufacturers 


For further information on this and other Sweet’s Files, 


548 Free Press Building 
816 West 5th Street 
1321 Arch Street 
Professional Building 
721 Olive Street 
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Baur Named V.P. 
of ‘Tool Engineer’ 


Charles S. Baur, for many years 
vice-president and general man- 
ager of the Iron Age, and vice- 
president of Chilton Company, has 
ore appointed vice-president of 
y ye ae & Co., Detroit, and director 

dvertising of the Tool Engineer, 
published by Powers for the Amer- 
ican Society of Tool Engineers. 

A.New York office, under his di- 
rection, will be opened on Oct. 1. 


Agency Rule to 
Be Drawn by NAB 
Sales Managers 


(Continued from Page 1) 


with which they disagreed. 

A case in point was a proposed 
resolution which favored payment 
of incentive bonuses on talent to 
salesmen, and commissions on tal- 
ent to advertising agencies. With 
growls that “transcribed programs 
and co-op shows are too high 
now,” the broadcasters tabled the 


“3033 Retailing Ideas’’ 


Enlarged Edition 


ONLY BOOK OF ITS KIND—offers widest, 
deepest insight into retailing actualities, not 
theory; advertising, merchandising, selling, 
display, administrative nearly every line. For 
manufacturers, distributors, sellers consumer 


. ; saver colleges, gg public 
ibraries, & ae agencies, news : 
Syaxs, 806 P 0 Chpt. resolution. 


$3.50 eeld, 
ttstown 8 


€. LYONS, Publisher, Pi . 


On the other hand, they ap- 


that top level executives are still 


proved a rate card resolution 
which provided: (1) that where 
possible, stations have only one 
rate; (2) that where two rates 
were necessary, they be called 
“general and retail,” and that re- 
tail be defined as one company 
doing business in a single market 
under one name, thus pushing 
wholesalers, brewers and others 
beyond the pale; and (3) that all 
advertising be Soenenionentnee for 
agencies. 


Must Sell Cooperatively 


In presenting the proposal for 
the motion picture, Arthur Hull 
Hayes, manager of WCBS, New 
York, asserted that radio must 
learn “to sell cooperatively, and 


largely apathetic to radio’s poten- 
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OUTDOOR CONFERENCE—Busy talking over station relations problems was 
this group of ABC representatives. Seated, left to right, John Norton, vice. 
president in charge of stations; Carol Cross, staff stenographer; and Otto 
Brandt. Standing, Lee Jahncke, manager of station relations for the eastern 
division, and Robert B. Jones Jr., who holds a similar job for the central division, 


tialities. Its production (no cost 
has yet been established) would 
be financed by a special assess- 
ment on NAB members. 


delphia, 

program! 
rease ir 
answer 

which W 
omparet 
ions of | 
Meanv 
visory Cc 
session, 

renewal 


questions on problems concerning 
the latter were Paul Whiteman, 
ABC musical director; Sydney M. 
Kaye, general counsel, BMI, and 
Harrison Kerr, executive secre- 
tary of the American Composers 
Alliance. 


Cite Rural Listeners 
Pointing out that 564% of the 


Eugene Thomas, station man- 
ager of WOR, New York, reported 
the progress of the television com- 
mittee, and urged a broad coop- 
erative research program on tele- 
vision, to yield market data and 


The largest baby harvest in history is spending 


millions of dollars to buy foods, drugs, infants 14 million homes. 


apparel, services, accessories — all those prod- 


i new genera- 
ucts you make that help to bring the new g dicias asia tad 
Boston Sunday Globe 


tion up to the age of five years. Bridgeport Herald 


wr newspapers in these major markets carry 
your sales message in THE BABY CORNER into 


EAST CENTRAL GROUP 


Hartford Courant 
Indianapolis Star 
Milwaukee Journal 


improved techniques. 

Monday’s all-day program clinic 
was started off with a challenge 
by John M. Outler Jr., general 
manager of WSB, Atlanta, who 
called upon broadcasters to raise 
the standards of their public serv- 
ice programs. 

“It is your duty to radio to in- 
sist on the same high level of 
program standards for programs 
in the public interest that the ad- 
vertiser insists on having for his,” 
he said. “Anything less is a com- 
promise with your conscience and 
a blot on the good name of broad- 
casting. Don’t let your local pub- 
lic service programs be handled 
by amateurs.” 

He further suggested that radio 
might be benefited if the program 
manager spent more time listen- 
ing to his station to learn what 
it was dosing out to the public. 

This clinic, which was presided 
over by Harold Fair, NAB pro- 
gram director, included panel dis- 
cussions on musical shows and 
farm service broadcasts. 


nation’s population was classified 
as rural in the last census, John 
Gillin Jr., president and general 
manager of WOW, Omaha, said 
stations should capitalize on this 
potential listenership by beaming 
intelligent programs on agricul- 
ture. 

This type of specialized pro- 
grams for farmers is a natural at- 
traction for sponsors, Harold A 
Safford of WLS, Chicago, declared 
As an example he cited Purinz 
Mills’ market reports. 

Layne Beaty, WBAP, Fort 
Worth, suggested that the program 
manager consult with modem 
agricultural specialists in order to 
make sure his programs are serv- 
ing rural listeners. He also pointed 
out rather sadly that “country 
folks” rarely get a chance to tell 
the industry what pleases them. 

“Rural people want their favor- 
ite programs right along, like 
town folks,” he said. “In many 
of our listening areas, the country 
folks dominate, by actual count, 
and buying power, though they 
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Buffalo Courier Express 


Charleston, W. Va. Gazette 


Chicago Tribune 
Cincinnati Enquirer 
Cleveland Plain Dealer 
Columbus Dispatch 
Dayton News 

Des Moines Register 
Detroit News 

Duluth News Tribune 


BIG MARKET 


Only through THE BABY CORNER can you 
reach the buying power of this vast and growing 


Evansville Courier & Press 
Ft. Wayne Journal Gazette 


SOUTHERN GROUP 


market — right where they live, in their homes, 
through the medium that has the widest reader 


coverage — at the lowest milline cost of any Atlanta Journal 
Charleston S.C. (Sun) 

Courier & (Eve 
Charlotte, N.C. 
Chattanooga Times 
Dallas News 


specialized marketing media. 


CONCENTRATION 


There are many advantages for your advertising 
in THE BABY CORNER: No competition — 
reader acceptance of advice and product recom- 


Post 


Houston Chronicle 


& (Eve) Post 
Denver Rocky Mounta 


mendation — copy, art, and plates without extra 1s Angeles Times 


charge — and the bulk of this 
concentrated in the country’s major markets. 


massive market San Diego Union 


More than 14 m 
Call or write nearest office for details. 


Birmingham News & Age Herald 
bserv 
Ft. Worth Star Telegram 


aa Times Uni 
noxville News Sentinel 


Portland Oregon Journal 
Salt Lake City Tribune 


Minneapolis Tribune 

New York Herald Tribune 
Peoria Journal Star 
Philadelphia Inquirer 
Pittsburgh Press 

Omaha World Herald 
St. Louis Globe Democrat 

St. Paul Pioneer Press 

Syracuse Post Standard 

Topeka Capital 

Washington Star 

Wichita Beacon 


Little Rock Gazette 

Miami Herald 

Muskogee Okla, (Sun) Phoenix 
& (Eve) Times Democrat 

New Orleans Times Picayune 
States 

Norfolk (Sun) Virginian Pilot & 
(Eve) Ledger Dispatch 

Raleigh N.C. News & Observer 

Richmond, Va. Times Dispatch 

San Antonio Express 


ews & 


er 
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PACIFIC GROUP 


Butte (Sun) Montana Standard 


San Francisco Chronicle 

Seattle Times 

Spokane Spokesman Review 

Tacoma News Tribune 

Tucson Ariz. (Sun) Star & 
(Eve) Citizen 


in News 


illion circulation to reach the total 


crop of 15 million babies under five years old. 


Budget this best buy in your 1948 appropriation. 
Exclusive space still available. 


ROBBINS FEATURES CORP. 


221 Channing St. N.E., Washington 18, D.C. 
Business Office: 402 Provident Bank Bldg., Cincinnati 2, Ohio 


New York — 28 West 44th Street — Medalion 3-1750 
Atlanta — 905 Wm. Oliver Bldg. — Walnut 4932 
Chicago — 225 No. Michigan Ave. — Dearborn 6992 


Detroit — 


St. Louis 


1964 Penobscot Bldg. — Randolph 3080 
— 915 Olive Street — Chestnut 1965 


Los Angeles — 6605 Hollywood Boulevard — Hempstead 3171 
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ley or Hooper caller about their 
likes, and seldom write letters.” 

One concrete suggestion for 
program improvement came from 
Harold E. Fellows, WEEI, Boston. 
Present rate structures make it 
easier for advertising agencies to 
puy spots and breaks, even at 10% 
of an hour’s cost per minute, than 
to engage with the stations in 
building programs, he believes. 

He urged that stations reexam- 
ine their rate structure, move the 
cost of spots up to the point 
where agencies are encouraged to 
go into programs. (A_ similar 
idea, calculated to lure the agen- 
cies toward programs by granting 
talent commissions, was turned 
down in a sales meeting.) 


Program Building Hurt 


The formula of “disc jockey- 
news service-baseball franchise” 
was hit by Mr. Fellows, who said 
it, along with rating-worship, had 
ruined program building. 

Similarly, Gordon Gray, assist- 
ant general manager, WIP, Phila- 
delphia, pointed out that good 
programming, with a resultant in- 
rease in sets-in-use, is the only 
bnswer to the rash of stations, 
vyhich will shortly number 3,600 
ompared with the 900 U. S. sta- 
ions of prewar days. 

Meanwhile, NAB’s music ad- 
visory committee, after a closed 
session, reported that automatic 
renewal of all stations’ contracts 
with Ascap seems assured. A more 
pressing musical problem now 
facing the industry—the question 
of music rights for television pro- 
srams—was dropped in the lap of 
a specially appointed committee. 

Final action on contract renew- 
als with Ascap will not be taken 
until Oct. 15, when the advisory 
committee meets with the society 
to talk terms on payment for co- 
operative programs’ use of music. 


August Sales 
Change Little, 
Retailers Say 


WASHINGTON — Independent re- 
tailers reported little change in 
sales volume from July to August 
this year, and virtually no change 
from the level of August, 1946, 
according to preliminary data re- 
vealed late last week by Director 
J. C. Capt of the Census Bureau. 

The figures are based upon re- 
ports from 17,416 retail stores in 
various kinds of business in the 
Vv. S. 

Sales were up 26%, however, 
or motor vehicle dealers in a 
year-to-year comparison, and lum- 
ver and building materials were 
10% ahead of their August, 1946, 
sales. A moderate 6% gain was 
loted for hardware stores in 
August this year over August, 
1946, while furniture stores re- 
orted almost no change and 
ewelry stores showed a sales de- 
rease of 16%. 

A 4% rise was noted for general 
lores, with food and drug store 
ales almost unchanged from a 
year ago. Receipts of eating and 
drinking places were off 5%. A 
9% decrease occurred for stores in 
the dry goods and general mer- 
Chandise trade, while sales of de- 
partment stores, although 6% 
‘ugher than in July of this year, 
Topped back 10% from ~- August, 
1946. 


Smith Advanced 


_ John R. Smith, manager of the 
Xhode Island and Connecticut ter- 
‘tory of Revere Sugar Company, 
‘as been named assistant sales 
anager in the headquarters office 


nN Boston. 


Kaiser-Frazer 
Ups Radio Use 


Detroit—Kaiser-Frazer Corpo- 
ration will expand its national 
radio coverage late this month, it 
was learned here last week. 

The company will abandon its 
current one-minute spot an- 
nouncements and a new set of 
records will emphasize its growth 
to fourth position in the industry. 

W. A. MacDonald, K-F vice- 
president in charge of sales, said 
the firm’s coverage would be ex- 
panded as rapidly as “desirable 
broadcasting time on the better 
stations becomes available.” K-F 
also plans to begin a series of 15- 
second station break announce- 
ments some time this month. 

Although the company began 
radio advertising less than a month 
ago, its one-minute spots are al- 
ready in use on 232 stations and 


are beamed out in 111 major mar- 
ket areas. 

Mr. MacDonald explained that 
some of the platters now in use 
stressing the car-a-minute theme 
are already obsolete. “Right now 
we’re building more than three 
cars every two minutes,” he added. 


Schedule Conference on 
Stockholders’ Reports 


Keynote of the seminar on stock- 
holders’ reports, sponsored jointly 
by Industrial Seminars and the 
Medill School of Journalism at 
Northwestern University on Oct. 
1, will be an address by Howard 
W. Allen, public relations director 
of the Johns-Manville Corpora- 
tion, on “Management’s Responsi- 
bility.” Copy approaches will be 
covered by Charles S. Downs, ad- 
vertising manager of Abbott Lab- 
oratories, North Chicago, and the 
subject of design by Egbert Jacob- 
son, director of the department of 
design, Container Corporation of 


America, Chicago. 

Other speakers include Maurice 
Saunders Jr., of R. R. Donnelley 
& Sons, on production; E. C. 
Logelin Jr., public relations di- 
rector of U. S. Steel Corporation 
subsidiaries, and George O. 
Ludcke, General Mills’ depart- 
ment of public services, on spe- 
cial techniques, and John A. 
McWethy, manager of the Wall 
Street Journal’s Chicago bu- 
reau, on the press reaction to 
stockholders’ reports. Reservations 
($15 for full one-day session) 
may be secured from Marg Sam- 
mons, Newcomb & Sammons, 224 
E. Ontario St., Chicago. 


McCullough Transferred 

Jack McCullough, since 1944 
manager of Atlanta sales office, 
has been transferred to the pre- 
mium ware division of Libbey- 
Owens-Ford Glass Company in 
Toledo. He joined the company 
in 1939, working in the Chicago 
and St. Paul sales offices, before 
going to Atlanta. 


Joins Harley-Davidson 

Fred E. Ebel, formerly pub- 
licity director of the Wisconsin 
USO campaign committee, has 
joined the advertising department 
of Harley-Davidson Motor Com- 
pany, Milwaukee, manufacturer of 
motorcycles. 


BEGINNER'S LUCK ? 
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FOTOTYPE 


All letters in each line are quickly as- 
: sembled and automatically aligned in 


special composing stick ready to paste 
to the finished art. Ideal for heads . . . 
_ Available in transparent or opaque 
letters. This ad set with Fototype in just 
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understandings. 


Names Doner Agency | 


W. B. Doner & Co., Chicago, has | 
een named to handle the adver- | 
‘sing of M & H Laboratories, Chi- 
80, manufacturing chemist. 
usinéss papers and direct mail 
Will be used. 


A GOOD 
SECRETARY... 
BUT NO 
MIND READER! 


Companion papers 


HOW COULD | KNOW 
WHAT HE WANTED... 
WHY DOESN'T HE PUT 
THINGS IN WRITING ? 


Stop promoting guessing 
contests in 


OFFICE EMPLOYEES—even the best 
ones—are not mind readers. It is 
scarcely fair to expect them to 
know clearly what is wanted unless 
your own instructions are clear and 
unmistakable. “Put it in writing’ — 
that is the sure way to avoid mis- 


your 


copy. 


And remember: Hammermill Bond is the paper 
MADE for business use. Rely on it for your office 
printing, on which efficiency so largely depends. 


“RIGHT THE FIRST TIME,’“” Hammer- 
mill’s newest idea-book just pub- 
lished, shows how easy it is to make 
this simple practice a part of your 
office routine. A concise, practical, 
“show-how”’ book. Try its sugges- ~ 
tions. Send coupon for your free 


office... 


Hammermill Paper Company, 145° 


FREE 
Check here [ 
ill Bond’s wi 


Please send me 
FIRST TIME.’ 
Hammern 


NY 
Name 
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East Lake Road, Erie, Pennsylvania 


a copy of your new book, “RIGHT THE 
if you’d like a sample book showing 
te color range for business forms and letterheads. ) 


_ Position 


Please attach to, or write on, your Dusiness letterhead) 
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NAB Code Rules 
Run Up Against 
Heavy Opposition 


(Continued from Page 2) 
that “the code might be an ap- 
propriate subject of inquiry by 
the FCC if a station sought a re- 
newal of its license.” Several 
speakers voiced concern over this 
possibility. (For report on Mr. 
Denny’s statement, see Page 6.) 

Hardest hit by the limitations 
of the code would be disc jockey 
shows, audience participation and 


© Over 100 J/dcas 


LETTERHEADS IN COLOR by National Designer 
MAIL $1.00 ONE DOLLAR TO 


FEDERAL PRINTING COMPANY 
345 Wall Street, Los Angeles 13, Calif. 


give-away programs. 


Transcribed musical shows, 


especially on small stations, are 


outstanding examples of the sort 
of offenses which the commercial 
limitation of three minutes per 
15-minute program is designed to 
correct. Many of these local disc 
jockey shows, according to a study 
by the NAB research committee, 
are expert at jamming a quarter- 
hour with five, six, seven or even 
more spots or plugs for partici- 
pating sponsors. 

Many network shows, however, 
would be affected by the provi- 
sion which would pose a serious 
problem for audience participa- 
tion give-aways. This, of course, 
refers to shows on which products 
are given away with many men- 
tions of the trade name and 
lengthy description of the item in 
question and not to quiz shows 
wherein the contestants are re- 
warded with cash. NBC currently 
carries no such give-aways, but 
Mutual’s “Queen for a Day,’’ CBS’ 
“Winner Take All” and ABC’s 
“Ladies Be Seated” and “Bride 


=. 


|}and Groom” would be thrown into 


a dilemma by the following: 

“Any reference in a program to 
any product or service under any 
trade name or language sufficiently 
descriptive to identify same 
should, except for normal guest 
identifications, be considered as 
commercial copy and be included 
in the total time allowances.” 


' Might Boost Costs 


In this case the sponsor of the 
show must take his choice of de- 
ducting the plugs for the products 
given away—which help to ac- 
count for the terrific following of 
these programs—from his own 
commercial time, or else make the 
presentations without identifying 
the brand. The latter might well 
result in a material increase in 
cost to the advertiser since some 
manufacturers in the past have 
been happy to furnish the grab- 
bag of prizes at little or no cost, 
considering this a very inexpensive 
way to pick up radio advertising. 

Another type of program which 
could be affected by the shortened 
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- TRIO OF DIRECTORS—Caught in the hallway enroute to the NAB board 
meeting were Campbell Arnoux, WTAR, Norfolk; T. A. M. Craven, vice-president 
of Cowles Stations, Washington, and NAB President Justin Miller. 


Advertisi 


it might 

The ad 
stricted a 
ucts to k 
time limi 
must be 
framewol 
ture. 

“To thi 
should bi 
identified 
catcher C 
gram she 
not befo1 
commerci 

Mil 

Earlier 
president 
ciation of 
against “4 
in enacti 
success a 
the gover 
tions. 

“If our 


commercial is women’s commen- 
taries, with their casual rambling 
remarks in behalf of participating 


we may ¢ 
or antag¢ 
public op 


Other regulations of special in- 
terest to advertisers include: 


sponsors. 


1. A ban on radio advertising 
for “hard liquor.” 
2. Laxatives, deodorants and 


tt Local 


Competition nosing into your profits? Then maybe it’s time to reappraise the efficiency of 


so-called “national” advertising. 


Case in point: tea. Numerous brands are advertised in “national coverage” media. Yet 11 


states plus Washington, D. C.—with only 30.5% of the people—buy more than half of all tea 


sold in the U.S. 


Sure proof that markets are as individual as people’s tastes—and as variable. 


Newspaper advertising puts that vital fact to work—allows scientific concentration of sales 


effort where and when it pays off best. 


Let our sales analysis staff help you put local marketing facts to work. Their help is yours 


for the asking. Or write for the new booklet, Services Available to Advertisers and Agencies. 
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similar products would be per- 
mitted only when handled in ac- 


tween two programs not per- 
mitted. 


gardless of type of program, would 
be as follows: 

Five-minute programs; one min- 
ute either daytime or night, daily 
or Sunday. 

Ten-minute program: two min- 
utes daytime or night, daily or 
Sunday. 
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Fifteen-minute program: two wi 
minutes and 40 seconds before 6 “Consic 
p.m. daily, and two minutes, 30 as prop 
seconds, after 6 p.m. daily, and on B,. jac. 
Sunday. S 

Half-hour program: four min- viel be 
utes before 6 p.m. daily, and three fh, out; 
minutes after 6 p.m. daily or ON. uy 
Sunday. in a deci 

Forty-five minute program: five by destran 
and a half minutes before 6 p.m. Boevious 
and four and a half after 6 p.m. single fa 
daily or on Sunday. The de 

Full hour program: seven ™10- Bittantion 
utes before 6 p.m. daily, and SiXfin.. yp 
minutes Sundays or after 6 p.m.@), resp 
daily. e code 

Up to Interpreter “The \ 
| Divided into three sections sets 
| (standards for all types of pro- ion of 1 
| grams, specific programs and com- Fr. | 
/mercial programs), the code naking ¢ 
‘many instances leaves controvel- By) bi 
sial issues to the “good taste” of ongress 
‘the interpreter. Just who that i wasn 
|will be has not been determined, f*'" 
|but Mr. Swezey indicated in 4 hould | 
press conference that a special ft. 
committee might be appointed to 
handle it. Ney 

Noteworthy provisions relative 0 
to newscasts require “broadcasters Laghe. 


|to exercise particular discrimina- 


lation 


‘tion in the acceptance and place- bint . 
ment of commercial announce- CC ° 
‘ments on news programs. Special Baas: de 
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it might restrict documentaries. 
The advertiser would not be re- 
stricted as to the number of prod- 
ucts to be mentioned within the 
time limits, but these commercials 
must be presented within the 
framework of his program struc- 
ire. 
F “To this end the program itself 
should be announced and clearly 
identified before the use of cow- 
catcher commercials and the pro- 
sram should be signed off after, 
not before, the use of hitch-hike 
commercials,” the code states. 


Miller Discusses Code 


Earlier Judge Justin Mi£iller, 
president of the National Asso- 
ciation of Broadcasters, cautioned 
against “being rushed off our feet” 
in enacting a code, whose final 
success depends on approval from 
the government, listeners and sta- 
tions. 

“If our standards are too loose, 
we may drive away our audiences 
or antagonize leaders who shape 


GREETINGS—Frank Stanton (right), 

president of CBS, welcomes Monroe 

Mendelsohn (left), business manager of 

WBAB, Atlantic City, to affiliates’ 

meeting. Unidentified delegate is next 
in line in the background, 


concern to all private broadcast- 
ers. 

Government - controlled versus 
private broadcasting also was a 
prime concern of Joseph Sedg- 


wick, general counsel of the Cana- | 


dian Association of Broadcasters. 
Calling it paradoxical that the 
U. S. radio industry—‘“the great- 
est champion of radio freedom”— 
should sustain and support the 
nationalized Canadian Broadcast- 
ing Corporation by feeding it the 
top shows from the four major 
networks here, he said: 

“We don’t want to see the ex- 
cellent American programs ex- 
cluded from Canada, but I do feel 
that these commercial programs 
should be carried by radio sta- 
tions that are in the commercial 
broadcasting business.” 

Canada also would like more 
“program reciprocity” between the 
two countries to enable her to ex- 
port shows without losing talent, 
as was the case with Allan Young 
and Percy Faith, Mr. Sedgwick 


declared. 


Clock Firm Maps Drive 


Sessions Clock Company, For- 


trade publication copy to an- 
nounce a national advertising cam- 
paign to run in American Maga- 
zine, Christian Science Monitor, 
Good Housekeeping, Life and The 
Saturday Evening Post. The cam- 
paign will introduce a new line 
of electric alarm clocks. 


Joins ‘Good House’ 

Wayne Wilcox, formerly on the 
merchandising staff of Time and | 
Life, has joined the advertising | 
staff of the Detroit office of Good 
Housekeeping. 


RICHARD P. SWINSKY 
Houston—Richard P. Swinsky, 
48, for more than 22 years man- 
ager of the New York office of 
Gulf Publishing Company, died in 
a hospital here of a cerebral hem- 
orrhage Sept. 13. He had retired 
as vice-president of Gulf Pub- 
lishing on July 1 to go into busi- 
ness for himself, but remained a 


member of the company’s board. 
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Joins Audience Research 


Samuel H. Northcross, in charge 
of radio research for Young & 
Rubicam for the past two years, 
has joined Audience Research, 
Inc., a Gallup affiliate, which will 
shortly start promotion of a radio 
service. Heretofore, ARI has con- 
fined its efforts to the motion pic- 
ture field. 


THE NEGRO 


MARKET IS 


TERRIFIC! 


15 million American Woqrocs d 
10 billion dollars a year! If you have 
food, drinks, powers. or any other 
products to sell, reach this big buyi 

public through the Negro apers a 

magazines. Interstate United News- 
papers, Inc., 545 Fifth Ave., N. Y., can 
show you how advertising in these 
publications reap big markets and 


profits! Write us today. 
NOTE: We now have facts compiled by the 

" Research Co. of America on brand 
preferences of Negroes from coast to coast. 


7 
Bs 
ra 


He died before his new plans a 


aa ‘ estville, Conn., used double page! been consummated. Write now for this free information. 
public opinion for or against us,” ’ ’ pag 


sing 


he said. “If our standards are 

oo tight, we may make our me- 
and Bium unacceptable to advertisers, 
per- 


n competition with other media.” 

The NAB head indicated that 
e intends, in cooperation with the 
board of directors, which has the 
Helegated authority to act on the 
proposal, “to clear the proposed 
standards with several representa- 
tives of government.” 

The Department of Justice must 
be consulted to clear NAB on the 
anti-trust angle, it was pointed 
out, and the Federal Communica- 
tions Commission must be con- 
sulted to make sure there is no 
question of interference with laws 
enforced by that agency. 

He also emphasized the impor- 
tance of securing the synipathetic 
interest and support of govern- 
ment representatives in establish- 
ing standards and making them 
work. 


WHKC Case Recalled 


“Consider the fact that the FCC 
as properly insisted, if we ask 
or less government regulation, 
there should be. substantial evi- 
ence of willingness upon our part 
o regulate our own affairs,” he 
said. “Yet unfortunate language 
in a decision of the FCC did more 
to destroy the effectiveness of our 
previous standards than any other 
single factor.” 

The decision to which he called 
attention was the WHKC case 
after which the FCC “destroyed 
he respect of broadcasters” for 

e code then in effect by ruling: 

“The code is a voluntary one 
without legal effect upon the 
nembers of the National Associa- 
ion of Broadcasters.” 

After praising the industry for | 
naking a united stand against the 
Vhite bill, left in committee when | 
Ongress adjourned last session, 
€ warned broadcasters to be pre- 
bared to fight such legislation 
should it be reintroduced next 
fear 
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New Legislation Urged 


On the other hand, he indicated 

hat there is need for new legis- 
lation on broadcasting to settle 
Ponts of disagreement with the 
KCC, despite the more amicable 
relationship with the commission 
Mr. Denny took over as 
hairman. 

In the second address of the day, 
‘oar Mestre, of Havana, Cuba, 
vice-president of the Inter-Ameri- 
‘an Broadcasters Association, em- 
Nasized the importance of sta- 
“ons being able to operate with 
nd™#*ecom from fear—that is, from 

ummary license suspension as oc- 
us in some Latin-American 
untries, 

He suggested that the efforts of 
ma-@cUntries subscribing to state- 
ies, @°2trolled radio, such as Great 

-fPritain, to sell the idea to coun- 

-oyies [eS in this hemisphere, such as 

lexico, 


a that should be of pressing 


lative 
asters 
mina- 
place- 
yuNnce- 
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NOW — UP TO 50,000* WATTS, at a 
new frequency of 810 kc, KCMO blankets the 
fast-growing industrial and agricultural 

area of Mid-America. For complete and 
economical coverage of this rich and 
expanding Mid-America market, 

center your selling with Mid-America’s 

most powerful radio station. 


Kansas City, Mo. ¢ Basic ABC for Mid-America 


10,000 WATTS 


Represented by: John E. Pearson Co. 


*30,000 WATTS DAY ° 


NIGHT—AT 810 KC 
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74 
bunting, no neon signs, no souve-;space alone. The 300 exhibitors, | tise the show, but admission was|in 1942 hit a $1,320,000,000 pro. 
6 000 000 Spent nirs (except a few book matches|many of them association mem-|by invitation only. duction peak, 53 times as much 
| | ] 


or pencils), no sound films. While | bers, will spend nearly $1,000,000 At an opening dinner meeting|as they made 40 years ago. He 
» /a number of exhibitors have pro-|for space, and the association is|here Tuesday, Herbert H. Pease, | ranked modern machine tools with 
b Machine Tool vided expensive signs as back-|spending an additional $600,000 | association president and head of|development of modern banking 
y grounds, most of these serve|or so for aisle and office space. the New Britain Machine Com-|and limited liability corporations 
‘chiefly to exhibit their products. Another $1,000,000 will go to|pany, pointed out that the theme|and with invention of the steam 
 &. _ Despite the lack of usual pro- | moving the 2,000 tools into and out|of the show is “More Goods for | engine, as being the most impor. 
OW X | itors motion devices, the 300 exhibitors|of the plant. Some of the ma-| More People at Lower Cost.” |tant elements injected into indus. 
/have not skimped on their ex-|chines weigh more than 100,000 “It is a rare occasion,” he ob-j|trial life in the past two cep- 
(Continued from Page 1) |penditures. For one thing, the|pounds apiece. Their average|served to 1,000 tool company ex-|turies. 
| tendants. ‘association rented 550,000 square | value is about $8,000—or $16,000,-| ecutives, “when so many men are| “As I understand it,” Mr. Pren- 
Although the most expensive | feet of space at $3 a foot (from 000 all together. It is believed the gathered together who wield so|tis asserted, “machine tools fall 
trade exhibition ever staged, it has| War Assets Administration and | tdtal cost of the show will come to| much influence in the formation of |into . five general categories— 
none of the looks of other trade | the Tucker Corporation, which in- | $6,000,000. our industrial -and social future. aie spe on rg lathes 
shows. There are no banners or|tends to build autos elsewhere in| , , |There hasn’t been a gathering | #24 drilling machines. Has it ever 
the plant), and 330,000 square feet More Goods . . . at Lower Cost since the war of so Pi rote an occurred to you that these five 
have been subleased by individual] In addition, exhibitors have|with so much. influence and abil-|¢l@ssifications have their counter- 


| AN EXCITING NEW CONCEPT IN PRODUCTION AND DISTRI- 


eo | | sre, used an unusually large amount|ity to make the wheels go round. pe Fon “es poe tha aa tee 
MUNTZ WY Gisholt Machine Company,|of space in current issues of}... The timing of this meeting is Pr se lie pprarertione personal, 
whey Madison; Cincinnati Milling Ma-| American Machinist (out with a| almost at the crossroads.” ’ 
MAKES chine Company; Warner & Swasey | 660-page issue), Machinery (530| H. W. Prentis Jr., president of Elaborates Analogy 
MOVIES of Cleveland, and a number of pages) and other trade publica- Armstrong Cork Company, Lan- “Our unique political instity- 
other companies are spending tions. The association used busi-|caster, Pa., said at the meeting | tions here in America are the fruit 
ATL NS RPOUE ON SE ene te cae from $20,000 to $75,000 each for|ness newspaper space to adver-|that the 190-member association | of the work of the grinding ma- 


chines of age-long social expe- 
|rience in the field of popular self- 
government. The breadth and 
depth of our intellectual life hinge 
: ; : ' directly on the shapers of ow 
Soememaes bes educational system. Our persona 
effectiveness as free citizens is 
fixed by the character-cutting 
milling machines of self-reliance 
initiative, thrift, tolerance, civiq 
virtue, social cohesiveness and 
courage. Our economic welfara 
depends on how efficiently the 
lathes of our free enterprise or 
ganization are kept turning. And 
finally in the spiritual realm, ow 
national destiny will be deter 
mined by the degree to which thg 
drill presses of the Almight; 
penetrate the inner recesses of ou 
souls and permeate us with an all 
pervading sense of personal re 
| sponsibility and a renewed realiza 
|tion of the dignity of the individ 
ual—the principles on which oul 
freedom rests and without whic! 
it cannot long endure.” 

Industry spokesmen have in 
dicated that the tool builders thi 
year will probably do a $300,000, 
000 volume, down $1 billion from 
the wartime peak five years ago, 
although over 50% more than pre 
war. Sales of war surplus too 
have been heavv since 1945. WAA 
however, is not an exhibitor @ 
the show. 


To Moreland, Amick 

Slick Airways has appointe 
Moreland, Amick & Black, La 
Angeles, as its public relatio 
counsel. 


Bextra points are important 


Yes, it’s the extra points that make the difference . . . in a football game 


3. Tips on Space Buying 


oft. 
un hina 


Why Not Hire This Man! 


You'd probably never guess that ths 
has the number I quality to make @ 9 
space buyer. Why! Because he's @ § 

lf you're a born or self-injected snoope 
you'll never miss the facts. You'll find ° 
everything possible about a market and PY 
lication before you buy any space. d 

In the Water and Sewage field youd ' 
that WATER & SEWAGE WORKS is the °" 
publication that covers both the Water ® 
Sewage markets. You'd be surpriseo 6 
smallness of this field in relation to ''s \° 
capital investment. This is why WATE 
SEWAGE WORKS can give you a brie’ 
to-date, factual analysis of the market, ' 
readership, effective circulation, edit 
tent, cost per reader, etc. 


Write or Call Mr. Cocker today 


or a radio broadcast . . . and we believe that WGN’s 1947 football cover- 


age has the extras that count: a nationally known sportscaster, Jack 


Brickhouse, and a schedule that is completely middlewestern, where the 


best football is played. 


In Chicago you can be sure your radio advertising regularly covers the 


extra points in the middlewest by placing it on WGN. 


Chicago 11 


Illinois i " Ask for your 
50,000 Watts t Media File Folder — Latest Folde’ 


A Clear Channel Station... 
Serving the Middle West 720 seal iE bee _ WATER & SEWAG 


On Your Dial (@@ as 
WORKS 


M B S Eastern Sales fice: 220 East 42nd Street, New York 17, N. Y. 
West Coast Representatives: Keenan and Eickelberg 
22 W. MAPLE ST. CHICAGO 1) 
EN Vand ~ Cueveane « uss ances «1a 


235 Montgomery St., San Francisco4 « 411 W. Fifth St., Los Angeles 13 
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Broadcasters 
ame Directors 


or 1947-48 Board 


AtLantic City— Four of last 
ear’s NAB directors were among 
e eight successful candidates in | 
sections Wednesday for director- 
it-large posts on the 1947-48 
board. Clair R. McCollough, 
wner of WGAL, Lancaster, Pa., | 
yas selected as one of the two di- 
ectors-at-large for small stations. 
Robert T. Mason, general man- | 
ger of WMRN, Marion, O., was 
fhosen the second small station | 
irector-at-large. Both T. A. M. 
raven, general manager of WOL, | 
Washington, and G. Richard) 
hafto, general manager of WIS, 
olumbia, S. C., were reelected | 
hirectors-at-large for medium size 
tations. 

Paul W. Morency, general 
anager of WTIC, Hartford, 
[AB director from District 1 last 
ear, was elected a director-at- 
arge for large stations. Howard 
ane, owner of WJJD, Chicago, | 
vas also elected a large station | 
irector-at-large. John Shepard | 
II, owner of the Yankee Network, | 
vas elected director-at-large for | 
las B FM stations. Willard | 
golf, former NAB small markets | 
tation chief, and present operator | 
bf WBCC-FM, Bethesda, Md., was | 
lected Class A FM director-at- 
arge. 

With five directors - at - large 
elected in a referendum last 
June, the eight successful can- | 
Hidates took office on Friday. The | 
ve directors previously selected 
vere: Harold Fellows, manager | 
{ WEEI, Boston, for District 1; 
lenry F. Johnston, general man- | 
ber of WSGN, Birmingham, Dis- 
Gilmore Nunn, owner, | 
LAP, Lexington, Ky., District 7; | 


Last Minute News Flashes 


McGraw-Hill Names Weir for ‘Science Illustrated’ 
New YorK—McGraw-Hill Publishing Company has moved adver- 


| tising for Science Illustrated from Newell-Emmett Company to Walter 


Weir, Inc. The account was previously handled by Compton Adver- 
tising and before that by Fuller & Smith & Ross. 


Brewers’ Co-op Maps ‘48 Ad Program | 


New YorK—Brewers’ Best Associates, cooperative organization of | 
20 brewers across the country, plans to use four-color pages in 10 
national magazines during 1948 and will step up newspaper promo- | 
tion of Brewers’ Best Pilsener beer. The group, launched in June— | 


when its first national advertising started in magazines—is now con- | also 


vening in Colorado Springs and may add several new members. The | 
group also is using newspaper ads, as distribution is achieved in vari- | 
ous markets, with the association putting up about 20% of the budget, | 
the local brewer supplying the rest. M. H. Hackett, Inc., handles the | 
national account. 


Dennison Named Willys-Overland Export Sales Chief 
ToLepo — Charles S. Dennison, advertising and sales promotion | 
manager, has been appointed. sales manager of Willys-Overland Ex- 
port Corporation. Formerly with U. S. Steel Export Company, he 
joined Willys-Overland in 1946 after service with the armed forces. 


Four A’s Schedules November Meetings 

New YorK—The eastern annual meeting of the American Associa- 
tion of Advertising Agencies will be held Nov. 18 at the Waldorf- 
Astoria Hotel. The annual meeting of the Central Council of the 
Four A’s is scheduled for Chicago Nov. 21. The hotel has not been 
decided upon. 


Flako Breaks Campaign for Cuplets Mix 

New YorkK —Flako Products Corporation, New Brunswick, N. J., 
through H. B. LeQuatte, Inc., New York, is reviving distribution and 
advertising on Cuplets cup cake mix in a five-week campaign in 600 
newspapers of northern cities east of the Mississippi. Insertions of 


lst Agency Group 
to Add 10 or 15 
More Members 


PITTSBURGH — First Advertising 
Agency Group has decided to ex- 
tend activities into 10 to 15 addi- 
tional cities. The decision was 
made by group members from 21 
cities at their three-day annual 
conferenc here last week. 

Possibilities will be explored, 
as to the practicability of 
using FAAG as a network agency 
|for certain types of accounts, it 
as disclosed. 

Other actions included: 
Appointment of the member 
agencies to prepare comprehensive 
reports on 17 basie industries and 
businesses, to be completed by 
Feb. 1, 1948, for use of members 
and their clients. 


Hit Irritating Commercials 


Ww 


Adoption of a resolution favor- 
ing standardization of media bill- 
ing methods, primarily by maga- 
zines and trade publications. ‘The 
present method, with each maga- 
zine having its own system, is not 
only a far cry from any resem- 
blance to standardization but is 
chaotic,” FAAG declared. 

The agency representatives 


300 and 200 lines will be scheduled. The introductory campaign will 


be followed by advertising tying in the product with Flako’s Quiko bis- | 


cuit and shortcake mix, Flakorn corn muffin mix, and Flako pie | 
crust mix. 


Ekco Products Ellington Gets 
Spends $500,000 Cities Service 
to Promotie Lines | 


Cuicaco—Ekco Products Com- 
pany plans to spend about $500,- 
000 for advertising this fall, with 


$1,500,000 Cities Service Company 


New YorkK — Ellington & Co., | 
|New York agency, has won the | 


/account in competition with more | 
|than 40 large and small agencies. | 


agreed in a session on radio prob- 
lems that advertisers and agencies 
which “believe commercials must 
be irritating ... are a menace to 
the radio advertising business as 
| well as the public, and should be 
condemned by the agency profes- 
sion.” 

New officers are: President, W. 
| Arthur Lee, Lee-Stockman, Inc., 
New York; vice-president, M. T. 
Newman, Newman, Lynde & As- 
sociates, Jacksonville, and secre- 
tary-treasurer, James L. Cole, 
Cole’s, Inc., Des Moines. 


allas, District 13. 


corporates with 
Sales Counsollors Group | 


Graphicstration Advertising 


l. Hendrick is president, has been | 
ncorporated with the Sales Coun- | 
jollors Group, headed by N. 
hester Clark, and will be known 
bs Graphicstration, Inc. The or- 
ranization, which will continue 
Bs a general agency, will add a 
ew products department which 
vill include the development of 
narketing of products and placing 
lems for manufacturing. 

Officers are Charles T. Hen- 
rick, president; N. Chester Clark, 
reasurer, and Dorothy R. Adams, 
issistant secretary. 


utual Offers ‘Shadow’ 


Cooperative Show 
Mutual Broadcasting System has 
egun to offer “The Shadow” as a 
operative program in markets 
utside the eastern and northern 
‘ates in which this Sunday after- 
90n mystery program is spon- 
fered by Delaware, Lackawanna 
¢ Western Coal Company. 

More than 100 advertisers, said 
B. J. Hauser, Mutual’s director of 
Xoperative programs, have indi- 
ated interest in sponsoring the 
how. The program started its 12th 


‘mear on the air Sept. 7. 


C&B Appoints Two 


Sherwood Armstrong, account 
xecutive, has been transferred 
rom the New York office of Foote, | 


-one & Belding to the agency’s | 


‘an Francisco office. G. B. Rich-| 


rdson has been named account| 
‘xecutive for the S & W Fine) 
oods and Hexol, Inc., accounts in 
4e San Francisco office. 


Wuits Brewery Account 
E 
Scott, will 


Chicago, no 


naker of Fox De Luxe beer. The 


eency has handled the account| 


or 12 years. 


e 


Agency, Detroit, of which Charles |. 


har wner, WMBD, | * s Z 
ori, Distelet's ‘and Clyde Rem.|™ost of it going agpe- the pro- 
s . : r |motion of pressure cookers. 

i@ert, general manager, KRLD, | 


Three ads will appear in Life, 


| starting Sept. 22, for the pressure 


cookers. Newspapers in 100 cities 
will also be used, beginning Sept. 
28. The copy will stress the ease 
and safety of pressure cooking. 

A campaign for the company’s 
ine of Flint cutlery was launched 
in the Sept. 15 Life, with a full- 
page, full-color ad scheduled for 


Foote, Cone & Belding formerly | 


| handled the account. 
At the same time, it was re-| 


vealed that Merlin Hall (“Deac”) Business Paper 


Ayleswoith, for the past decade Rates Must Rise, 
consultant to leading companies 7 
Lasser Insists 


and executives, including W. Al- 
Cuicaco—J. K. Lasser, noted ac- 


ton Jones, president of Cities Serv- | 

ice, has been appointed counsel ' 
countant, believes the life of the 
_American business press is in 


for the Ellington agency. 
danger unless it continues to in- 


a December issue of the same 
| magazine. The Saturday Evening 
|Post will also carry the cutlery 
ads. 

Beginning in October, Flint 
|kitchen utensil ads will appear in 
| American Home, Better Homes & 
|Gardens and House Beautiful, of- 
| fering a seven piece gift set valued 
lat $11, for $7.95. Full-color pages 
|will be used in The American 
| Weekly, starting Nov. 17, to pro- 
|'mote the Ekco kitchen utensils, 
\formerly known as the Ariston | 
line. The new line, which’will be /|its list of 14, he explained, sev- 
‘available in four colors—green,|eral of the principals have had 
‘blue, yellow and red—will be of- | experience in these fields. 

‘fered in a gift set at $4.49. | Ellington accounts include Ana- 
| An egg beater drive will be|conda Copper and subsidiaries, 
\launched in October in Better| Celanese Corporation, McKesson 
|'Homes & Gardens, Good House- | & Robbins, Packer’s tar soap, Red 
| keeping and Ladies’ Home Jour- | Star yeast, R. Wallace silverware, 
| nal. Starting with the Oct. 12 is-|and York air conditioning. 
| sue, The American Weekly will | 


|earry ads plugging the company’s | Metal Working Firms 
|hand can opener and wall cant. Spend $95,000,000 


jopener, with one type can opener | American Machinist, a McGraw- 
| being promoted one week and the hon famed tno 


| Hill publication, 
aes Lake sc survey that 643 metal working 
arle Ludgin 0. 


companies throughout the coun- 
|Ekco’s advertising. try will spend $94,984,750 for new 


Company and later publisher of 
the New York World-Telegram, 
was reportedly brought into the 
Ellington picture, where he will 
counsel on all accounts, by Thomas 
M. Keresey, Ellington vice-presi- 
dent who was formerly a vice- 
president of Lord & Thomas. 
The Ellington agency billed at 
the rate of about $4,000,000 a year 
before the $1,500,000 addition of 
Cities Serviee, Mr. Ellington said. 
Although this agency has no gaso- 
line or automotive accounts among 


handles 


Mr. Aylesworth, former presi- 
dent of National Broadcasting 
crease rates as it moves through 
|a series of cost squeezes which 
|have by no means ended. 

In Chicago for a cost clinic of 
\the Associated Business Papers, 
|Mr. Lasser told ADVERTISING AGE 
‘that most business papers will 
finish 1947 in a solvent condition 
because they raised rates last year, 
| but that a study of 74 leading pa- 
/pers shows actual dollar costs up 
| 13%—before taking an account 


|of increased circulation — while 
revenue is running about 11% 
ahead. 


“Most serious is the condition 
of small papers,” Mr. Lasser said. 
‘Among publications whose gross 
|annual business is less than $250,- 
| 000, he said, three out of four are 
|now operating in the red. 

Higher Costs Forecast 

| Nearly all increases result from 
| wage demands, either by printers 
and other mechanical groups, or 
|by those directly employed by 
| publishers, Mr. Lasser said. “Cur- 
rent trends suggest that another 
_round of wage increases and con- 


Appoints Schachern 


Harold Schachern, formerly fi- 


;sequent higher costs will occur 
this fall and winter,” he said, esti- 
|mating an increase in mechanical 


production equipment between 
now and the end of 1948. 

The level of business in 1948, 
American Machinist points out, is 


No Live Music 
for FM Network, 
Petrillo Insists 


ATLANTIC Crry—The NAB con- 
vention here was _ shocked last 
week to hear that music czar 
James C. Petrillo was pulling live 
music broadcasts off key stations 
of the Continental Network—FM 
“pioneer” effort praised by FCC 
Chairman Charles R. Denny as 
“an example of things to come in 
FM.” 

Petrillo’s action was considered 
here to be but the latest of the 
preliminary steps to bolster his 
bargaining position in negotiations 
on the new record and network 
contracts early next year. 

He called musicians off WASH, 
Washington, and WHFM, Ro- 
chester, originating point for the 
chain of 27 independent FM sta- 
tions, after Stromberg-Carlson 
sponsored a broadcast of the Ro- 
chester Philharmonic Orchestra 
originating at WHFM. While 
musicians will continue to broad- 
cast over individual FM stations, 
Petrillo holds that there are no 
contracts covering broadcast of 
live music on FM networks. 


Some Continue Broadcasts 


Some FM broadcasters reported 
that they were still duplicating 
live standard musical programs 
on their FM stations despite Mr. 
Petrillo’s hostility. 

John Shepard III, newly elected 
NAB director-at-large for large 
Stations, said Mutual programs 
were broadcast simultaneously on 
WNAC, his standard station, and 
WGTR and WMNE, his two FM 
outlets, “without paying any at- 
tention to Petrillo.” 

Don Lee Network on the West 
Coast was reportedly planning to 
go ahead with the use of live 
musicians on cooperatively spon- 
sored programs, despite a Petrillo 
ban on such arrangements. Mr. 
Petrillo argues that network co- 
op programs displace local shows 
which might employ musicians. 


Pall Mall Account 
Still with FC&B 


New YorkK—With Sullivan, 
Stauffer, Colwell & Bayles having 
trouble lining up individual pro- 
grams for its proposed “Show of 
the Year,” American Cigaret & 
Cigar Company has renewed for 
13 weeks ‘‘The Big Story” for Pall 
Mall cigarets, through Foote, Cone 
& Belding, broadcast over NBC, 
Fridays at 10 p.m., EDT. 

For the present, at least, all Pall 
Mall advertising continues with 
FC&B. 


GMA Names Group 
to Study Food Prices 


Grocery Manufacturers of 
America has organized the follow- 
ing six-man committee to investi- 
gate and deal with the current 
food price situation: W. R. Barry, 
vice-president, General Mills; H. T. 
Cumming, vice-president, Curtice 
Brothers Company; Austin S. Igle- 
heart, president, General Foods 
Corporation; O. E. Jones, vice- 
president, Swift & Co.; M. Lee 
Marshall, chairman, Continental 
Baking Company, and Paul S. 
Willis, GMA president. 


Kelly Joins Andrew 
Malcolm Kelly has been ap- 

pointed to direct the advertising 

|of the Andrew Company, Chicago, 


ffective Oct. 1, Schwimmer & | 
longer | 
fandle the advertising of Peter | 
o%x Sons Company, Chicago, | 


nancial editor of the Detroit 
Times, has been appointed public 
relations director of the Detroit 
Department of Street Railways. 


expected to be 21.4% higher than 
this year, with the smaller com- 
panies showing relatively more 
|optimism than the larger. 


Radio Stations to Moss O'Callaghan to Lyon 


Stations WHLI and WHNY! O'Callaghan, New York, im- 
(FM), Hempstead, L. IL, have! porter of French laces and Swiss 
named Moss Associates, New York, | embroideries, has placed its ad- 
to handle advertising. News-| vertising with S. Duane Lyon, 
papers, radio trade publications | Inc., New York. Local trade pub- 
'and direct mail will be used. lications will be used. 


costs of about 20% during 1948.| manufacturer of antenna equip- 
| “The effect must be to drastic-| ment. He was formerly assistant 
ally alter rates again. There can be | editor of Industrial Marketing. 

no other answer when so much of | 


the advertiser's dollar must be| Buys Advertising Firm 


spent in direct salary and wage | 


costs. 
in the printing plant 
| wages today are better than 70% 


| of the costs), over 50% of money 
|taken in by the publisher goes out 


for wages.” 


Minnesota Mining & Mfg. Com- 


Including the amount spent | pany, St. Paul, has purchased the 
(w here| National 


Advertising Company, 
| Westminster, Md. The newly 4c- 
|quired company will operate as 
a subsidiary of the St. Paul firm, 
with Paul M. Magoan as’ genéral 
| manager. 
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a GAIN of b8t pages ( 


++. over the same period last year 


Why do Haire Publications continue to gain in these days of tough budget management 
and carefully selective space buying? There can be only one reason: Advertisers are con- 
vinced that Haire Publications deliver buyer influence by giving buyers what they NEED and 
WANT. Here’s proof of this influence revealed by surveys: 


Buyers keep their copies of Haire Publi- 
cations for an average of 150 days 


Over 20% keep their copies for a year or 
longer as text books for constant reference 


More than 72% subscribe by mail 
Their combined renewal average is ovet 
77h 


More than that there are 4.3 readers for 
each copy printed 


i a oa a oad 9M. ar M at 


HAIRE PUBLISHING COMPANY « 1:70 sroapway, new YORK 1+ BOSTON + PITTSBURGH + CHICAGO DETROIT + ST. LOUIS + LOS ANGELES » ATLANTA + LONDON 
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